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IN COMING ISSUES 


INDOW display work by the manufacturer 
is by no means as simple as it looks. De- 


signing a beautiful and costly display is probably 


the easiest part of the work. Getting it used and 


actually selling by it is quite another matter. 


\ 


forthcoming article gives some valuable hints 


about this part of the work. 


There is still a great deal of work to be done 


on soap perfumes. 


The reactions between per- 


fume bodies and soaps are not vet as well under- 


stood as they might be. 


A discussion of the ma- 


terials which can and cannot be used for this pur- 


pose is in hand. It will run through several issues. 


The promised article on Radio Advertising is 


about ready. We hope you will find it in the next 


issue. It will be well worth your while. 
Not to mention all the usual features! 
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“ 


duced into an already highly competitive field. To 
retain sales and recognition, the American cosmetic manu- 
facturer must provide himself with only the finest ingredients 


LMOST daily we learn of new facial creams being intro- 
for these creams. | 


““StaffAllens’ Oil Almonds Sweet True and Oil Peach 


Kernel have always been recognized as the perfection of 


> m4>- 


quality in their field. Today they are priced at competitive 
levels. Complete stocks of both in various size containers 
are maintained in this country. Make a test with a good 


sized sample and observe their superiority. 
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A Few Questions for Beginners 


Some of the Vitally Important Problems 


which Face the New Manufacturer 


by Leroy Fairman 


HERE are any number of people, apparently, 
T who are eager to get into the cosmetics business. 

Throngs of bright-eyed men and women, bubbling 
with enthusiasm and optimism, come barging into 
the field with their creams and powders, their rouges 
and lotions, confident that in a few short months they 
will be on the high road to 


ally heavy advertisers. Such competition, the new- 
comer must bear in mind, will put up an active fight 
to hold everything it has, and is sometimes in a position 
to demand and secure the co-operation of both the 
wholesale and the retail trade. 

How well do competing products serve and satisfy the 


consumer? 








fortune. What an irre- 
sistibly alluring business 
it must be! 


Who Is a Beginner? 


This is a question of 
vital importance, and one 
to which few new manu- 


Some of these hopeful R. FAIRMAN in this article addresses him- facturers give thorough 
newcomers will succeed; M self to the “Beginners” in the toilet prep- consideration. It is a 
more will not. A large arations business and what he has to say will question which gives the 
percentage of those who undoubtedly put some, whose toilet goods new man in the field a 
fail will owe their ill for- experience is limited, on the right track. It may wide and handsome op- 


tune to the fact that they 
did not work out the cor 
rect answers to a number 


save them money and headaches in plenty. 
Just because Mr. Fairman talks to “Beginners” 
is no reason why the experienced toilet goods 


portunity to fool himself. 
Generally he seems utterly 
unable to consider it fron 


of fundamental questions. executives cannot get a great deal from his ar- an  unprejudiced  view- 
A few of the more impor- ticle. There are many kinds of “Beginners” and point. His own product, 
tant of these questions we the class includes almost everyone who places a his new and. beautiful 


will now discuss. 
How many identical, o 
similar 


closely products 


are now well established in line is to be a success. 


the national market? 





Obviously, the larger that you, yourself, are a “Beginner.” 
the number of similar in any event get much 
products already well 





known to the consumer, 
the more difficult it will be 
for the newcomer to gain a foothold. Regardless of 
quality, numerical competition is an important factor; 
the more products there are in the field the more vigor- 
ous, ingenious and persistent the competition will be. 

Are large and powerful concerns especially active in 
the field in which my product belongs? 

If the answer to this question is in the affirmative, 
it will be doubly hard for the newcomer to establish 
himself. Not only do the big manufacturers employ 
energetic and persistent sales tactics, but they are usu- 


new product or a new line on the market. Ex- 
perience is very valuable but it does not always him to be so altogether 
determine whether the new product or the new 


Read Mr. Fairman’s article and you may find 





business baby, seems to 


lovely and desirable that 
all comparisons are abso- 
lutely odious. He visions 
You will an enraptured public wel- 


useful information and coming it with cries of 


many valuable hints from it. joy and thanksgiving. He 


can’t for the life of him 





see how the consumer can 
possibly use any competing product again; one trial, 
he is sure, will demonstrate that he has something in- 
finitely superior to anything else on the market! 

If competing products did 
not please and satisfy their users, they would have 


He is wrong, of course. 


faded out of the picture, long ago, by reason of their 
own deficiencies. And the people who now use them 
are, in a large majority of cases, going right on using 
them. 

What advantages, if any, does my product offer? 
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Another wide open opportunity for the manufacturer 
to deceive himself. Time and again have I heard the 
maker of a new product solemnly assert that his goods 
were more this, or more that, or more something else, 
than any other product on the market. Often have I 
heard a man claim that he had for the first time 
achieved a result which other manufacturers had for 
years sought in vain to accomplish. These enthusiastic 
people are not intentionally drawing the long bow. 
They really believe what they say. I do not suppose 
that any of us is capable of making a perfectly fair, 
unbiased comparison of our own goods with those of 
our competitors. And how disappointed and bewildered 
we are when the public fails to agree with us. 

How, then, shall the budding manufacturer secure 
the correct answer to this vital question? Vital it 
is, for no product can long succeed unless it has 
some advantage over others, some points of superior- 
ity which will win and hold trade. Usually, the manu- 
facturer tries out his product upon his friends, who 
one and all praise it to the skies. Going a step farther, 
he induces friendly merchants to stock it—neighbors 
of his, who make special efforts to push the goods, or 
stores where he can personally drop in every few days 
and by force of his own enthusiasm secure cooperation. 

The results of these so-called tests are most flatter- 
ing; the goods sell readily and repeat satisfactorily, 
and our manufacturer is convinced that he has a win- 
ner—a world-beater. He quite overlooks the fact that 
the conditions under which these favorable indications 
are obtained are abnormal—that they can by no means 
be repeated in other territories where his personal in- 
fluence cannot be exerted, and where circumstances 
work against him instead of for him. And so he goes 


ahead with distribution and advertising, and is utterly 


amazed to find that after all he has “just another” 
product in an already overcrowded field. 
No product should be marketed until it has received 
tests under unfavorable as well as favorable conditions 
until it has been clearly and unmistakably demon- 
strated that it really has individual merits which will 
enable it to win its way and hold its own. 





AN ATTRACTIVE FRESHENETTE WINDOW 


308 August, 1931 


Have I the right name for my product? 

A name should be easy to pronounce and easy to 
remember. It should, if possible, be significant; that 
is to say, it should suggest the nature, uses and quali- 
ties of the product. It should not be so commonplace 
as to suggest a lack of quality or distinctive merits, 
nor so freakish as to seem facetious. And it should 
be original; great care should be exercised to avoid a 
name which can be claimed to infringe upon that of 
another product. No name should be definitely adopted 
until a thorough search for identical or similar names 
has been made by a competent trade mark authority. 

Is my product properly packed? 

A package should, first of all, be appropriate to the 
nature and characteristics of its contents. A proper 
type of package for one product may be totally inap- 
propriate for another. A package cannot be artis- 
tically satisfying unless it is perfectly adapted to the 
purpose for which it is intended. Next to appropri- 
ateness, the convenience of the consumer must be con- 
sidered. No package can be really attractive or satis- 
factory if it is not convenient to use. 

If a package is both appropriate and convenient, a 
long step will have been taken toward the highly im- 
portant element of physical beauty. This is the day 
of the beautiful package. In every issue of THE 
AMERICAN PERFUMER there are reproduced a number 
of packages—bottles, boxes and other containers 
which far exceed in beauty anything even attempted 
a few years ago. The trade has awakened to the fact 
that it is not enough to provide a worthy product and 
sell it at a reasonable price, and that a handsome and 
artistic container is one of the most efficient salesmen 
a manufacturer can have. It is important to bear in 
mind, however, that extreme effects, in design or color, 
are unwise. 





The influence of modern art is strongly 
marked in the present day package, and I have no de- 
sire to quarrel with that tendency. Many of the mod- 
ern art forms will be with us a long time, if not per 
manently, but it is easy to overdo any style or school 
of art. Modern art carried to extremes ceases io be art, 
and cannot permanently endure. A package should be 
designed, as nearly as is possible, for all 
time, and the bizarre soon becomes out 
moded, and is only a fantastic curiosity. 
It will be noted that the only packages of 
thirty or forty years ago that are still 
which were 
designed with much simplicity—that is a 
quality that never goes out of style. 
How shall my product be 
the wholesaler, to the 


consumer? 


pleasing to the eye are those 


price d to 
retailer, to the 
The question of prices and terms 
should, obviously, not be decided without 
a careful study of the prices and terms 
of all competing products, as price com 
petition, to some degree, is generally un 
avoidable. At the same time, merely to 
copy the prices of competitors is unwise, 
and frequently leads to serious difficulty. 
It is often the cese that a product may 
have characterist’cs which, so far as 
prices are concerned, place it outside the 
competitive range. A product may con 
ceivably contain a special ingredient so 
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costly as to make price competition with other articles 
in the same field impossible. A product may be so 
expensively and elaborately packaged as to make a 
higher price necessary. A product may minister to a 
new need, or embody a new idea, or do its appointed 
work in a new or better way, and thus automatically 
place it in a class by itself. 

Many things must be considered in pricing a new 
item, but above all the manufacturer must be certain 
that his price is high enough to provide the necessary 
margin for sales promotion and advertising. The pro- 
portions of the price figure which should be allotted to 
making and packing, overhead, sales and advertising 
are well known, and the general practice of other 
manufacturers in these respects must be given due 
weight. Many manufacturers who have had no past 
experience to guide them figure altogether too closely 
when approaching this question of price. They do not 
allow enough for the costly processes of distribution 
and advertising, and do not figure enough of a profit 
to provide for the future needs of their business. 

How shall I secure distribution? 

This is so broad a question, and capable of so many 
different solutions, that no attempt can be made to dis- 
cuss it in a few paragraphs. Local distribution, sec- 
tional distribution, zona] distribution, national distribu- 
tion, and various methods of merchandising and mar- 
keting are variously indicated by the circumstances 
surrounding the individual case. The manufacturer 
who desires to feel his way along and gain distribu- 
tion slowly, fortifying the positions he gains, usually 
begins by securing distribution in the territory imme- 
diately surrounding his own place of manufacture. 
This, it may be stated, is usually a wise policy when 
the point of manufacture is in a city of medium size, 
or a small town; it may be far from wise if the manu- 
facturer is located in New York, Chicago, or other 
large city. 

Have I, or can I secure, enough money to establish 
my business on a sound basis and see it through? 

This is the rock upon which many a business found- 
ers. A man with a new idea—or one he thinks is new 

the man who develops or secures in any other way a 
formula which he believes is superior, usually thinks of 
nothing, for the time being, but the initial steps to 
production. He proceeds a little at a time, and does 
the tasks which lie closest to his hand. He has, appar- 
ently, a vague, unformulated idea that if he can only 
perfect his product, get it named and beautifully 
packed, he will have accomplished all that should for 
the time being be expected of him, and that the Lord 
will provide a way to market. 

When Divine Providence fails him, he digs up what 
money he can, borrows a few thousands from Uncle 
Henry and Cousin Bill, and hastens to the market with 
his precious wares. Uncle Henry and Cousin Bill ex- 
pect him to make good in about six months, and when 
these and many more months go by without producing 
any tangible returns for their money, become disap 
pointed, aggrieved and hostile. This is the beginning 
ef the end, and the end comes swiftly. 

As a rule, a man has no business to go into any kind 
of enterprise without money enough to see him through 
a long, hard pull. But there are exceptions. It all 
depends upon what a man’s ambitions and immediate 
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Washington’s Trade Activities 

ASHINGTON, July 31.—Federal activities con- 

cerned with business dropped to their lowest point 
during the past month, with no new action in any quar- 
ter affecting essential oils, perfumes, flavoring extracts 
or soaps. It is not improbable that this condition may 
obtain until late Fall, when inevitably the minds of 
legislators begin turning over new ideas for experi- 
mentation in the fields of business regulation or con- 
trol. 

The sole exception to this general inactivity was 
found in the Department of Commerce where, how- 
ever, regulatory measures never are enacted, that de- 
partment’s prime interest being the accumulating of 
statistics and studies which may assist business in 
working out problems of production and distribution. 

In that department, work has gone forward toward 
completing the studies of world production and dis- 
tribution of essential oils, although this work now 
has simmered down to relatively unimportant countries. 
Also, summaries are being made of exports and im- 
ports of products in which readers of THE AMERICAN 
PERFUMER are interested, which might be turned into 
an invaluable reference library. 

The Federal Trade Commission has been virtually 
inactive, with most of its members taking their annual 
vacations, although one of its few efforts this month 
was the inauguration of hearings in a case involving 
a cosmetic manufacturer, a report of which is carried 
in the monthly report of commission activities. 

The commission also issued this month a preliminary 
report on one phase of its investigation of chain 
stores. This preliminary report dealt with grocery 
stores of the associated varieties, marking only the 
beginning of a series of reports which finally may 
prove of considerable interest to manufacturers of 
perfumes, flavoring extracts and soaps. 

The final analysis of this study, which may be ex- 
pected about the time Congress reconvenes in Decem- 
ber, is expected to show definitely the comparative 
value to manufacturers of distribution through chains 
or through independent merchants, and the value of 
private brands to chain stores as compared with the 
handling of nationally advertised merchandise In 
some respects, this report probably will dovetail with 
the price-fixing report which was reported in the last 
issue of THE AMERICAN PERFUMER, although it is con- 
sidered doubtful whether the commission will render 
an opinion on the good or evil inherent in the chain 
system of retail distribution. 

Dr. James M. Doran has been in Europe during the 
past month, presumably enjoying one of the first real 
vacations he has had in years. He is expected to 
return about the middle of August. 


purposes are. If he is modest in his plans, and con- 
tent to work along slowly, putting his profits back into 
the business and carefully consolidating his position as 
he goes along, he may in time establish a sound, profit- 
sble, and highly satisfactory business. Few men. 
though, have the patience, the persistence and the cold 
determination to tackle such a job and see it through. 
To say nothing of the executive and financial ability 
which such a long, hard pull requires. 
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Roger & Gallet Introduce a New Odor 


ERVADING the entire line is the new odor “Feu 
Follet” introduced by Roger & Gallet, New York 
and Pari “Feu Follet,” translated “Flame of 
Follet,” is Roger & Gallet’s first new odor in a num- 
ber of years, and is the result of much and careful 
research work, not only in regard to the perfecting of 
the product but also of the package. 
The line consists of the extract, soap, face powder, 
toilet water, sachet and talcum, all uniformly pack- 


aged. The extract is presented in three different sized 
bottles, as shown in the photograph below. Two of 


these bottles are of clear glass with a most attractive 
diamond shaped etching decoration on the face. In 
the upper left corner is the name of the odor, “Feu 
Follet” cut into the bottle and in the corner diagonally 
opposite is cut the company name and address. These 
The black base 
holds the bottle securely, but as an added precaution 


are fitted into decidedly unique boxes. 


against tipping there is a back support covered with 
The out- 
side cover is effected in rose, black and silver. The 


silver paper, the same contour as the bottle. 


predominating color is rose with diamond shaped 
decorations similar to the design etched on the bottle, 
shading from black at the bottom to silver at the top. 
The third size is the small flacon or purse size bottle 
shown at the lower right of the series. Packaged 
similarly to the perfume are the toilet water and the 
lotion. 

In harmony with the extract containers is the soap. 
The soap is offered in the round cake form similar to 
the other soaps of Roger & Gallet, and which it has 


found most successful. These are wrapped in gray 
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colored paper with the rose band having the decora 
tion characteristic of the line in black and silver. The 
name, “Feu Follet,” is printed on one of the motifs 
“ Three cakes to the carton 
as is the usual custom forms the complete package. 


and “‘savon” on the other. 
The box like the perfume box is developed in rose with 
the same black and silver trimmings. 

The powder box shown in the upper center of the 
photograph is an attractive shaped oval box developed 
in the same shades as the other items. The box is rose 
with the shaded diamond decorations black to gray. 

Sachet is an important item of the line and comes 
in two style containers; the one, a frosted glass jar 
with a black top; and the other a clear glass bottle. 
Both carry the rose, black and gray label characteristic 
of the line. 

Two types of containers are also used for the tal- 
cum. One, shown at the upper left of the illustration 
is effected in a frosted glass bearing also the label of 
the line and also a smaller label at the top of the face 
of the bottle, “Poudre de tale—Talcum Powder.” The 
other is an all silver tone metal can with metal top. 

Uniformity of the packages and color scheme is 
adhered to throughout, always an important factor ‘in 
tieing up the different items to the whole. This makes 
it easy, especially for the sales girls in presenting the 
line and in picking out the products from stock. 

Roger & Gallet is to be congratulated upon the 
attractiveness and artistry of this new line. With 
its beauty of package and pleasing fragrance, and 
also the fact that it is popularly priced, it should be 
among the most popular of the new Fall products. 
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Mechanizing the Office 


Second of a Series of Articles on Accounting Subjects 


by the Research Department of 


Leonard Levine & Co., Certified Public Accountants, New York 


N the July issue, the printer made us say, “If you 
will merchandise ,’ whereas we had written 
“mechanize.” 

How to mechanize your office is the subject of this 
article. It is no small job, to be done in a day or in a 
week. Neither is mechanizing as huge a task as the 
reconstruction of Henry Ford’s factory for making the 
new model. Left to practical, experienced systema- 
tizers, changes are made with a minimum of expense 
and effort. Assigned to amateurs, chaos may result. 


When to Mechanize 


The first thing to be done is to determine if you should 
mechanize, and if so, to 
what extent. There are 
small concerns which 
really need no machinery; 
and larger ones_ which 
must either mechanize 
completely or not at all. 
artial mechanization is 
frequently satisfactory ; 
but sometimes it is worse 
than none. 

If you own an automo- 
bile, you do not wait for 





businesses. 


it to give you its last pos- 
sible mile. You trade it 
in at short intervals for 
the most recent improved — | 
model which will give you 
more miles per. gallon. 
Maybe you have a good 
old reliable adding ma- 
chine in your office. A 
newer model will give you 
Why not be consistent? Your 
office should mean at least as much to you as your fac- 








more figures, faster. 


tory or garage. 

The decision must be made by you. It should be 
based on the best available estimates of costs, savings 
and benefits, and on the opinion of your Certified Pub- 
lie Accountant. 


Role of the C.P.A. 

Unless he is one of the few C.P.A.’s employed by 
the manufacturers to assist the salesmanager, a Certi- 
fied Public Accountant holds no brief for any one ma- 
chine. He knows that the perfect, all-purpose machine 
has yet to be invented; that the machine for one office 
is not of necessity the machine for yours. He knows 
what your requirements are; he is acquainted with 
your office assistants who will operate the machines. 

He is alert to see that you get a good system, and to 
“follow thru” with it after installation. 
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“Fresh Figures” Make “Fresh Faces” 


()* July 27, Dr. Julius Klein, Assistant Secre- 
tary of Commerce, said, “This slump origi- 
nated in too much guesswork.” Whether Dr. Klein 
was 100 per cent right in this contention or not, 
it is certain that many industrial enterprises and 
not a few in this industry have but a vague idea 
of many of the fundamental facts about their | 


That this situation can be remedied, at least 
to some extent, by the organization of offices and 
factories in such a way that the executive head 
of the business can have all salient facts and | 
figures at his command, seems almost axiomatic. | 
This is one of the purposes of an accounting sys- 
tem. The present article treats of office organi- 
zation with this very point in view. It tells you 

how the facts may be made available. 


Role of the Salesman 


The salesman’s primary object is to sell his machine. 
He endeavors to make you believe that his machine will 
do anything any other machine will do, and do it better. 
He is not trying to deceive you. He must believe im- 
plicitly in the product he purveys if he is to inspire 
confidence in his customers. His assistance in making 
installations is not to be ignored. But you must never 
forget that his life depends on the commissions he gets 
for the sales he makes and he unconsciously may be 
biased as to the merits of his machine versus those 
of a competitor. A C.P.A. is ethically prohibited 
from seeking or receiving a commission and is therefore 

free in his decisions. 


What Do You Desire 
from the Machine? 






Having determined to 
mechanize, the next thing 
is to select your machines. 





To do this you must know 






what data you want the 







machines to give you. You 
| do not buy a bottling ma- 
chine to make compacts, 







nor a tube-filler to pack 
perfumes. Neither do you 
buy a “Monroe” to type 






statements, nor an “Un- 
derwood” to prorate ex- 






penses. 






So, with the aid of your 






auditor, decide definitely 






what you want. Then let 





the manufacturers demon- 
strate how their products 





can supply your needs. Do not accept a “flash” demon- 
stration. Don’t let the salesman “high-pressure” you 
Take your time. The most successful machine installa- 
tion we have in our clientele took five months to pre- 
pare. 
The Personal Equation 

It is not enough for you and the accountant to select 
the machines. Give some thought to the people you 
expect to run them. We cannot stress the importance 
of this too highly. The personal element is the critical 
factor in many installments; an important considera- 
tion in all. 

Case Studies 

I—One of the biggest .companies in the drug and 
cosmetic lines went through a merger and reorganiza 
tion in 1929. Each constituent company had been using 
a different type of machinery in its office. Standardiza 
tion was in order. So far, fine! (It is almost as bad 


August, 19231 311 








to have many makes of the same type of machine in 
one office as not to have any.) 

But at that point the credit manager fell under the 
spell of the machine salesman, and proceeded to make a 
change, involving over a quarter million accounts re- 
ceivable, without consulting the corporation’s auditors. 
The cheapest type of clerical help was employed and in 
a few months chaos existed. To make a long and pain- 
ful story short, in the end the accountants earned a 
$50,000 fee, and the company’s loss of customer good 
will was very heavy. Oh, yes! The Credit Man got 
fired. 

II—Two women’s garment houses, making identical 
merchandise and selling to the same retail stores, each 
realized that its bookkeepers were overworked. Rather 
than hire another girl, a suitable machine was pur- 
chased and installed, with the blessing of the auditors. 
Then both houses sent the girls to the operator’s school. 
But from that point the parallel ceases. House No. 1 
was impatient to get the new machine started; like a 
child with a new toy. So the operator was recalled 
after four lessons and told to go to it. With the best 
will in the world she did. But three months later we 
had a huge job in straightening out the mess her un- 
skilled work had made. 

House No. 2 waited until their operator voluntarily 
came and said, after twelve lessons, that she felt she 
was competent. She was. The first month she had 
her trial balance proved and every statement out on the 
first, just as promised, and never an error or slow-up 
after that either. Her books were a joy to audit. 

III—A neat little machine designed for speeding up 
payroll work was in use in one of our client’s offices. 
One of our staff, noting the difficulty another client 
was having in sorting and adding sales tickets amounts 
bethought him of the little machine. A test convinced 
him it would do the other work too. 
it now for three years. 
ever got along without it. 

IV—A client had a large size cash register for add- 
ing and distributing sales. He thought that was all it 
could do. But the auditors saw that during the first 
half hour each morning there were practically no sales 
to ring up. So he arranged to have that time used for 
analyzing payments of the preceding day; a pen and 
ink job that had required two to three hours of a good 
clerk’s time was done in thirty minutes. 

V—A manufacturer of paints (not so awfully far 
removed from cosmetics, is it?) purchased several book- 
keeping machines of what was then the best type. He 
really needed them. But in a few months he scrapped 
them and went back to pen and ink. It was never quite 
clear to us whether the salesman had oversold him, or 
whether his mind could not think in terms of machines. 
Certain clerical processes all along the line had to be 
changed to make the system effective. And this had 
not been done. 

But even so the system should have worked better than 


It has been doing 
The client wonders how he 


to deserve scrapping. The paint maker made no analy 
sis of the matter. He blamed the machines and let it 
go at that. 
he would have had his chemists analyze them and tell 
him why. 
manufacturing and selling, far in advance of his com 
However, one of our staff did analyze the 


Now, if a batch of paints had gone wrong 
He had made a fortune by such methods in 


petitors. 


312 August, 1931 


office machine situation and found, as he rather ex- 
pected to find, that the fault was in the operators. 

By diplomacy he got one machine reinstated with an 
operator he selected. It did all that was expected. But 
it took many months before the stubborn old paint 
maker would consent to a complete reinstallation and 
to pay a wage that would assure competent operators. 

VI—The chief check-signing official of a certain State 
found that this signature business was taking so much 
of his time that he could not properly perform his real 
duties of checking and guiding the fiscal matters of the 
State. He had to get special legislation to have an ex- 
tra $2,400 per year deputy appointed to sign checks in 
his name. 

The Treasurer of another State found himself in the 
same plight. But he got an appropriation for a check 
signature machine, which cost about $2,500 and once 
bought cost almost nothing to run. His State is saved 
about $2,400 per year. 

VII—A Philadelphia department store is using a ma- 
chine which instantly prints the name, address and ac- 
count number of a customer on the sales check and all 
required copies. The time saving is appreciable, but 
the gain in accuracy is overwhelming. 


What the Machines Can Do 


We list hereunder some of the things which book- 
keeping machines are doing for us or our clients all 
day, every business day. They will, if properly se- 
lected, installed and operated, do as much for you. 


Post ledgers and balance them. 

Get out statements to customers on the first of 
the month. 

Make and check all computations on invoices, or 
cost records. 

Write checks, protect, sign and total them. 

Keep a perpetual inventory. 

Record sales and analyze them to any extent. 

Compute payroll and make up cash list by denomi- 
nations. 

Analyze and summarize results of sample distrikbu- 
tion campaigns. 

Keep accounts with your creditors and set up a 
warning if you overpay them. 

Record and distribute purchase invoices. 

Figure discount, interest and foreign exchange. 


What the Machines Cannot Do 

As already indicated, a machine cannot think. It is 
utterly useless to you to have any quantity of vital 
statistics about your business placed on your desk at 
9:00 a.m. every day, if you cannot interpret them in- 
telligently and act accordingly. 

Machines cannot prepare a comparative balance sheet, 
with a comparative profit and loss statement. It takes 
an accountant to do that. He will use a machine to 
compute the ratios shown on the statements, and an- 
other machine to type and add them. 

But it takes your common sense to use the results 
and profit therefrom. 


Results 


Herewith we show a rather typical result (much con 
densed) of a good business man’s reaction to his daily 


(Continued on Page 327) 


The American Perfumer 


= 


Recent Product Developments 


N the following columns appear descriptions of vari- 

ous new products recently placed on the market by 

perfumers and manufacturers of branded toilet 
goods. These new products have recently been featured 
in retail merchandising campaigns, and the information 
is presented from the standpoint of the consumer and 
through the kind co-operation of the manufacturers. 


Powder of the New D°Orsay Line 


“Ivoire,” a shade designed to meet the needs of all 
complexions is the latest development in powder by 
D’Orsay Perfumeries Corp., New York City. This 
powder of the “Comtesse D’Orsay” line, is packaged 
in a most attractive green box simulating wood. This 
is effectively accomplished by grain paper as may be 
seen from the accompanying photograph. Gold edges 
and gold 
trimmed edges 
on the small log 
effect handle 
complete the en- 
semble. A 
lighter green 
label, bearing the 
coat of arms, the 
name of the line 
ard “France” 





forms a pleasing 
contrast. This 
coat of arms in green and gold is repeated on the top 
of the inner cover of the powder that also has the cus- 
tomary cellophane window to show the shade of the 
powder. The company is to be congratulated upon the 
effectiveness of this new and moderate price line which 
will undoubtedly hold a prominent place in the new 
Fall presentations. 


Molyneux’s Latest Development 

“Vivre,” a delicate combination of floral odors, is the 
latest achievement of Les Parfums de Molyneux, Paris, 
and which has just been presented to the American 
public through the American branch, 
Les Parfums de Molyneux, Inc., New 
York City. 

The package of this new perfume is 
similar to that of ““Le Chic de Molyneux” 
except the colors of the box, black and 
white, are reversed. This is encased in 
a white box with black trimmings and 
the product name together with ‘Moly- 
neux” are in black whereas the “Le 
Chic” is developed in white on black. 
Two black bands around the bottom of 
the container give it the necessary bal- 
ance to form a very beautiful and ele- 
gant whole. 

A unique feature of the package is 
seen in the groove which holds the bottle 
secure. This permits the bottle to slide 
in and out of the box in such a way that 
there is no danger of it falling and 
breaking. 


& Essential Oil Review 


Houbigant’s Rouge and Triple Compacts 


Houbigant has just presented two very beautiful ac- 
cessories for the purse, a rouge and a triple compact. 
The rouge, the smaller one shown at the left of the 
photograph, is similar in design to the purse line, but 
is effected in a chromium finish with fine blue line 
decorations to distinguish it from the purse powder. 

In addition to this new case, Houbigant has pro- 
duced two new shades, “Mat” (medium), and “Mod- 


erne” (raspberry). The former is a medium shade 
which the company has developed to effect a most 





natural and “un-made-up” appearance; something 
quite new in the rouge line. These two shades may 
be obtained in all of the Houbigant compacts as well 
as refills 

At the right of the illustration is shown the new 
triple compact. The modernistic cover is in four 
different color combinations, green, blue, yellow or red 
with black. This on a background of gold forms a 
most attractive and elegant item. In each case the 
center decorations are in black and gold and the con- 
trasting shades are the triangles at either side shading 
This is enclosed 
in a chamois cloth bag that prevents scratching. 


from the deeper to the lighter tones. 


The interior of this compact is the same as the 
former one, containing the lipstick, rouge and the 
“Quelque Fleurs” powder. 
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“Pakkold” The Ice Pack 

“Pakkold,” a product of Le Barque Sales, Inc., Chi- 
cago, is a new development in icing that consists of a 
metal bowl in 
which the refrig- 


erant is hermeti- 


cally sealed, and 
a catalin handle. 
This should be 


placed in the ice 
box with the bowl 
Vis touching the 

~ y freezing unit and 
" y solid. It 

is then ready for 

The company claims that “Pakkold” will last for 
attention 





frozen 


use. 


years and needs no except freezing, using 


and cleaning. 


“In-No-Scent” a Deodorant 


Easy to apply, quick drying, immediately effective, 
stainless and lasting are the claims made for “In-No- 
Scent,” a recent addition to the products of Mirenta 


Laboratories, Tacoma, Wash. 


Triple Compacts of Bourjois 
The latest devolopment of Bourjois, Inc., New York 
City, is a triple compact, of which an exterior and in- 


terior view is shown in the photograph below. This 


very attractive and exquisitely finished compact is 
effected in three colors: blue with silver trimmings for 
the “Evening in Paris” line, red and silver for the 
“Fiancee,” and black and silver for the “Karess.” The 


base contains the powder and lipstick, while the cover 
holds the rouge and the pocket with the rouge puff. A 
mirror separates the rouge from the powder. 

The outer case is of enamel with a silver and white 
decoration in one corner. The outer edges and back are 
also of silver tone. The entire compact, both inside and 
out, is finished in every detail. No rough or sharp edges 
Bourjois may well be 


mar the general 
proud of this latest addition to its line of products. 


appearance. 
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Instant Odorono 


A molded cap- 
and - applicator 
unit distinguishes 
the new “Instant 


Odorono” _ pack- 
age of the North- 
am Warren Co., 
New York City, 
and gives it an 
extra utility 
and convenience. 


Waste from 
moistening hand- 
‘kerchiefs or 





hands in apply- 
ing the liquid is hereby prevented, for excess liquid 
goes back into the bottle with the applicator. The 


dauber is of sponge rubber, the rod of composition and 
the screw cap of black “Durez.” 
Yardley’s Perfume and Compact 
The latest importation to this country from the Lon- 
Yardley & Co., Ltd., is a new compact 


don house of 





and 
simple 


perfume, “Orchis.” The perfume is put up in 
glass bottles with bevelled and_ black 
mushroom shaped stoppers, as may be seen from the 
photograph above. These in boxes of yellowed 
silver with a hammered effect, and on the lid the name 
of “Yardley” in silver letters on a black background 
surrounded by a silver and black globular pattern. 

The odor, the company describes, as a bouquet from 
an English garden. 

The “Orchis” compact is made of a silver tone metal 
with a sixteen sided design, the sole decoration being 
the words, “Yardley, London” engraved in small letters 
on the lid. 


edges 


rest 


Jean Nolan Products Repackaged 

Silver labels, lustrous black “Durez” closures, grace- 
ful clear glass bottles that allow the brilliant green of 
the contents to show through for contrast—these are 
the elements of design that make the Jean Nolan pack- 
ages stand out on dealer’s shelves and counters. 

The silver labels on this newly packaged line of Jean 
Nolan Products, Detroit, Mich., have the “Jean Nolan” 
in script above the product name and the company 
name below. 
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“Outdoor Girl” Line Repackaged 
Generous but tasteful use of color, in the liquids, on 
the labels and on the closures is a feature of the new 
packages of the “Outdoor Girl” line of toilet prepara- 
tions, of the Crystal Laboratories, Bronx, N. Y. The 
red, green and purple labels are more than matched 
in brilliance by the scarlet green and purple “Durez” 


closures. 


Rea Reta’s Creme Delicat 
New York City, 
“all-purpose” 

“Creme Delicat.” 


has 


Reta 
out a new 


Rea Corp., recently 
known as 


This milky 


brought cream 


white liquid, the company 
claims, takes the place of 
seven other similar creams, 


nourishing cream, face 
tonic, foundation cream, hand 
cream, 


cream and cold cream. 


tissue cream, pore 
The cream is packaged in 


a tall slim transparent glass 


bottle with a green plastic 
cap. The lighter green metal 
label, against the milky 


whiteness of the cream forms 
a pleasing and attractive 
contrast. The label 
the name of the company, the 
company’s trade mark, and 
the name of the product, “Créme Delicat.” 


bears 





Vanities of Superior Products 
A complete line of “Empress Eugenie” and “Second 
Empire” 
the Superior Products Corporation, New York, makers 
of “Volupte” vanities, according to an announcement by 
Frederick Spitalny, president. 


compacts has been placed on the market by 


This is in accordance with the firm’s recently an- 
nounced policy of manufacturing compacts to match the 
current season’s fashions. Mr. Spitalny said, and the 
new line was placed in production several months ago 
when it became apparent that the return of the Em- 
press Eugenie vogue was not merely a passing fancy. 

The line will include a variety of delicately colored 
vanities in enamel, reproduced from 
paintings depicting the era of the 
In order to achieve 
enamel, the production 
Products Corp. visited Europe to study 
first hand methods of reproduction of 
these paintings, show 
the Empress Eugenie as she has been 
pictured in historically famous works of 
art. 

The compacts have been designed in 
the motifs of oblong, rectangular, octag- 
onal and round but a close study was 
made of a collection of dainty, mosaic- 
like powder boxes used by ladies of the 
French Court during the Empress Eu- 
genie period. They will be on sale in the 
principal department stores throughout 
the nation in popular price ranges. 


world-famous 
Second Empire. 
reproductions in 


the 


exact color 


manager of Superior 


some of which 


& Essential Oil Review 





Ducharme’s Liquid Creams 


The New York 
recently 
two 


Ducharme Products Co., 
devel- 
liquid 


cold 


City, has 


oped 
creams, a 
cream and a skin 
food. These 
creams are pack- §& 
aged similarly in § 
transparent glass 


two 





bottles wrapped 
in cellophane. 
Black plastic 
caps top. these 
bottles and form 
an attractive 
eclor contrast to 


the package. 
The lower half of 
the bottle is 
rather 

that it 
checked 
ping, the one in 
yellow; the other 
in green. 


unique in 
has a 
wrap- 


Labels 
bearing the com- 
pany Du- 
the 
name, 
and 





name, 


charme, and 


product 
cold 


cream skin food, completes the ensemble 


Howard C. Allen’s New Imports 


Howard C. Allen & Co, 
a group of 


Washington, D. ¢ 
soaps by 


»., presents 
Parfumerie and 
Paris, The 
five two 


perfumes and 
Gilot 
contains 
lotion, 


Savonnerie and Company, France. 


presentation five perfumes, 
toilet water, eau-de-Cologne, 
talcum powder, and liquid and solid brillantine. 

The “Quelque Chose D’Elle” series makes up an en- 
tire unit, which is packaged and 


labeled in green, black and silver. 


soaps, 


face powders, 


most attractively 
The green of both 
the package and label shades from light to dark lend- 
ing an unusual background to the other two colors. 
The articles comprising this group are; perfume, toilet 
water, eau-de-Cologne, lotion, face powder, brilliantine, 
liquid and solid, and soap. The powder is packaged in 
both round and hexagonal shaped boxes. Likewise the 
soap is packed in a hexagonal shaped container. 
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The Production Man’s 


By 


Francis Chilson 





Cooling Creams 


It begins to look as if cooling creams after filling, 
and the cooling tables necessary to carry out this 
operation have been made obsolete by the development 
of more advanced types of filling machines and of 
new type mixers designed to handle creams in a cold 
state. A with a tilting flat 
paddles and water cooling attachments makes it pos- 
sible to cool the batch down to solidification before dump- 
ing it. And to the growing number of filling machines 
that will fill 
been suggested by a food manufacturer. 


recent mixer device, 


in a cold state, another one has 
This machine, 
from its construction, would have no difficulty in filling 
even the heaviest of clay packs 
when filled cold, must be 


creams 


Naturally, creams, 
manufac- 
turer has provided for this by attaching an automatic 


trimmed and one 


trimmer to his machine. Others are experimenting 
with various forms of heat-trim and wiper-trim de- 
vices. The obvious advantages, chemical and other- 


wise, of filling creams cold overcome the hypothetical 
disadvantage of the little projection that is left in the 
center of the cream and it really doesn’t make any 
difference whether this is trimmed off or not. 


Incorrigible Package Designers 

Recently a firm sent to the writer its new package 
for suggestions and criticism. The letter which ac- 
companied the package showed that the firm really 
wanted praise—they thought apparently that the pack- 
age the last word in modernism. Only a few 
things were wrong with it. The bottle was too sharply 
tapered and the label, not only the wrong shape for 
that kind of label surface, but too large as well. The 
result was that the label was full of fine wrinkes and 
frayed from the action of the 
labeling machine wipers. Little things like these never 
trouble package designers. A frank discussion of the 
mistakes everyone has made in package design will help 
everybody. 


was 


its edges were a bit 


Notes on Transparent Wrapping 

It is possible to do a neater machine wrapping job 
on a rectangular package than it is on a cube shaped 
package There’s a moral here somewhere. 

With the development of better quality of transpar- 
ent cellulose, and a concurrent improvement in wrap- 
ping machines, it begins to look as if the old days, 
when you had to keep an oil stove under the wrapping 
machine to keep the cellulose from collecting moisture 
and raising Helen-How-Are-You, are gone forever. ... 
Them were the good ole days! 


Pebble Mill Hood 


Manufacturers who employ a pebble mill for making 
face powder can now obtain a standard hood for load- 
ing and discharging the mill without dust. The hood 
is provided with an inlet at the top and a discharge 
chute at the bottom. 
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Designers Beware of These Colors 

In designing cartons silver bronze as a background 
should be avoided for the reason that it will smudg« 
and tarnish, but a slight improvement can be effected 
if the carton maker is allowed two weeks extra for 
seasoning the bronzed board. Black is a bad color for 
cartons; it tends to develop off-shades of brown 01 
gray. With the exception of cream, pastel colors are 
apt to fade—particularly lavender and pink. 


Acknowledgments 

To D. F. Nealon of the National Toilet Co. and 
William Herbst of General Cosmetics Corporation for 
their interest in the “Diary.” . . . The writer is 
glad to know that someone is reading it, and he wishes 
that some of you production men, who haven’t any- 
thing to do but read THE PERFUMER, would kick in 
with some contributions, and so relieve him of doing 
any more work than he has to. 


Memories 


This column will welcome reminiscences from “ole 
timers’—tales of the days when cold 
pumped out of a wash tub with a hand pump; and 
powder was filled by pouring it over drums laid out 
Mr. Miles, plant manager of Elmo, Inc., is 


How 


creams were 


in a box. 
one of the oldest powder men in the industry. 
about a story of Ye good old Days, Mr. Miles? 


Some Handy Tables 

Formulas are very often received by production men 
in metric terms, which necessitates conversion into the 
avoirdupois system unless the weighing equipment in 
the plant happens to be scaled according to the metric 
system. Often, too, it is desired to have conversion 
tables handy for other problems which frequently arise 
in connection with manufacturing. The following will 
prove helpful and should be pasted into your formula 
book. 











CO. cee ts baaeesd csbWen sean oeee = is 3 grains 

1 Gram ‘ Gi ik a ak ie OT are eae es = 0,353 ounces 
Grams PR.85 - es ; con ounces 

awe re Te reer eee eee 28.55 grams 

1 Pound . sees 0.454 kilograms 
Kilograms 2.2046 . creses & pounds 
Kilograms 35.3 ‘ines ew ae mz ounces 
Grams (water) 29.57 cicweeees a fluid ounces 
eG: DC DE 40 0N spr rccwacueee een = fluid ounces 
ee ee eee eer eee = gallons 
AMONGST MH BOS cccacaccvesveanes ous horse power 
WEES + FES ccccscsccsicceveges horse power 
[MOE ts tastdowassauat se ucseno® 00154 H-P 


Centigrade? * Fahrenheit 


Two Lip Lifters for Dog Days 
“Wanted—Reliable orchard man for steady 
Don’t have more than two children if you can help it.” 
From Hood River (Oregon) News. 
In other words, as Epictetus remarked: Be moderate 
in all things. 


job. 


“Among the first to enter was Mrs. Clara Adams of 
Tannersville, Pa., lone woman passenger. Slowly her 
nose was turned around to face in a southwesterly di- 
rection, and away from the hangar doors. Then, like 
some strange beast, she crawled away along the grass.” 
A Pennsylvania paper reports on the departure of @ 
passenger plane carrying the local belle. 

Like a woman coming out of a beauty shop after a 
permanent wave as it were. 
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Sues Harriet Hubbard Ayer, Inc. 


Recamier Mfg. Co., Inc., Brings Injunction Proceedings 


Alleging Violation of Long Standing 


Trade 


UST before going to press, we have been advised of 
the beginning of a legal action in the Federal Dis- 
trict Court in New York by Recamier Manufactur- 
ing Co., Inc., 6 West 18th street, New York, against 
Harriet Hubbard Ayer, Inc., of the same city. The suit 
is brought to restrain alleged violation of trade mark 
rights of the Recamier Manufacturing Co., Ine. 

The complaint in the matter alleges that the 
Recamier company is the sole owner of a trade mark 
including the name, 


‘Recamier,” a crest like device, 
and the signature “Harriet Hubbard Ayer” and that 
the defendant has been and is infringing the plaintiff’s 
rights under the trade mark. 

The background of the case as set forth in the com- 
plaint is as follows: 

The late Harriet Hubbard Ayer, in or about the year 
1880, established a toilet goods business. She op- 
erated this business under the name Recamier Manu- 
facturing Co. and used this name, the crest like de- 
vice and her signature as a trade mark. In or about 
the year 1886, she applied for and received registra- 
tion of this trade mark in the United States Patent 
Office. In 1887, she incorporated the business as 
Recamier Manufacturing Co., and turned over the 
trade mark to the corporation. 

The complaint further alleges that she built up an 
excellent business of world-wide scope under this name 
and using this trade mark. A receiver was appointed 
in 1897 in a proceeding to dissolve the corporation. 
From this receiver, Maria Rinn, an employee of Mrs. 
Ayer purchased the assets, good-will, formulas, and trade 
mark rights of the Recamier Manufacturing Co., Inc. 
Thereafter, the complaint alleges, Mrs. Rinn continued 
the business, using the same formulas and trade mark 
as before under the name Recamier Manufacturing Co. 

This business, states the complaint, was continued 
by Maria Rinn until 1920, when it was purchased by 
Anna E. Reynolds of Bronx, New York City, who has 
operated it from that date until now. 

The complaint further alleges that the trade mark 
registration originally taken out by Harriet Hubbard 
Ayer, was renewed in 1921 by Mrs. Reynolds and 
fecamier Manufacturing Co., and that since the first 
registration of the mark, it has been continuously 
used by the Recamier Manufacturing Co., and its 
successors. 

The complaint alleges that Harriet Hubbard Ayer, 
Inc., never legally acquired the right to the name, 
Harriet Hubbard Ayer, nor to the trade marks formerly 
employed by Mrs. Ayer and continued by Recamier 
Manufacturing Co., and its successors. 

The injunction is sought on the ground that Recamier 
Manufacturing Co., Inc., is the sole owner of the 
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trade mark and that the marks employed by the de- 
fendant company are infringements of its trade mark 
rights and that the defendant company should be 
prohibited from using them on its merchandise. 
Attorneys for the plaintiff are Charles H. Tuttle, Isaac 
Reiss and A. J. Weglein. 

This suit, which brings into question a well known 
toilet goods name and mark will be watched with much 
interest by the entire industry. A statement of the 
position of the defendant corporation, Harriet Hubbard 
Ayer, Inc., could not be secured, officers of that cor- 
poration stating that they had not yet had an oppor- 
tunity to examine the complaint. 

U.S. a Leading Source for South African 
Toiletry Imports 

Until recently most toilet preparations were im- 
ported into South Africa in finished form. During the 
past few years, however, an increasing quantity has 
been imported in bulk and packed locally. Perfumes 
in particular are being handled in this way. Inexpen- 
sive hair dressing is being manufactured by several 
firms in Cape Town and has already nearly eliminated 
the imported article from the low priced field. One 
of the largest soap manufacturers in the world has a 
branch factory located in Durban, Natal, which affords 
a convenient source of supply for the distributing or- 
ganizations which this company has built in Cape 
Town. Distance from the sources of supply of raw 
materials, however, renders the importation of most 
toilet preparations necessary. The United States is 
the second largest source having furnished over $450,- 
000 worth in 1929. The United Kingdom made ship- 
ments totaling $830,000 in value.—(Consul Cecil M.P. 


Cross, Cape Town). 


Malayan Toiletry Consumption Large 

Imports of toilet preparations into British Malaya 
totaled $790,000, in value, during 1930. Of this 
amount perfume and toilet waters constituted 42 per 
cent, hair lotions 15 per cent, tooth paste 15 per cent, 
brilliantines 8 per cent, talcum powder 3 per cent, 
antiseptic lotions 3 per cent, and other toilet prepara- 
tions 14 per cent. The predominance of the demand 
for perfume and toilet waters is accounted for by the 
fact that Chinese men and women prefer preparations 
which are highly scented and consider perfume an es- 
sential part of the toilet. The relative low prices of 
high class perfumes as compared with their cost in 
Europe and America doubtless leads to a somewhat 
greater consumption in this market.—(Consul General 
Lester Maynard, Singapore). 
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Employment and Wage Scales 

5 eae soap industry points with justifiable pride 

to the employment record which it has made 
during the past year, when general industrial con- 
ditions in most lines have led to lessened employ- 
ment and in some cases to actual suffering and 
want. The industry has a right to be proud of 
its showing of almost 100 per cent maintained 
employment and virtually complete maintenance of 
wage scales. 

Aside from its pride in this showing, the industry 
is to be congratulated on wholly other grounds 
In providing security and well being for its employ- 
ees it has measurably improved its own industrial 
position. In some instances the maintenance of 
employment and wage scales may have been done 
chiefly to prevent suffering and privation during 
an emergency. There may actually have seemed to 
be good reasons for curtailing personnel and re- 
ducing wages, despite the fact that basic conditions 
in the soap industry may have been slightly better 
than those prevailing in some other lines of busi- 
ness. Whatever the motive, it will be found when 
conditions have returned to normal that maintained 
employment and full wage scales during the present 
period have been very good business indeed. 

Labor turnover is notoriously costly. This fact 
has been recognized for years. Savings effected 
by dropping employees now may look large, but 
they are likely to be more than offset by the ex- 
pense entailed in re-employment of satisfactory help 
later. In addition, employees taken care of during 
the current emergency are more likey to be loyal 
and less likely to be drawn away by minor consid- 
erations later. Thus, reduction of the costly labor 
turnover would seem to be an almost inevitable re- 
sult of liberal present policies. 

Less obvious, apparently, to the American execu- 
tive or proprietor is the reason for the maintenance 
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of wages, although it is probably even more im- 
portant to industrial recovery and_ stability. 
Decreased profits are not pleasant to contemplate 
and it is but natural that reductions in wage scales 
should be considered when profits take a downward 
turn. 

As a cure for an industrial disturbance, however, 
no method is more likely to kill the patient entirely. 

Present scales of production cannot be maintained 
if consumption and capacity for consumption are 
curtailed. Even an inconsequential reduction in 
the wage scale will have a far greater effect upon 
community purchasing power, and hence on general 
business conditions, than will the same aggregate 
reduction in exaggerated executive salaries, high 
manufacturing costs, and inflated dividends. 

In maintaining personnel and wage scales, the 
soap industry builded better than it knew. It is 
doubly to be congratulated upon its showing, which, 
if maintained throughout the industrial structure, 
would have saved many industries from the diffi- 
culties in which they find themselves at the moment. 


The Price Factor 

OME months ago, one of the contributors to this 

journal discussed at some length and with much 
effectiveness the question of price as applied to toilet 
preparations. His timely article undoubtedly came 
as a surprise to many of our readers who for years 
had preached the doctrine that price entered very 
little, if at all, into the sale of such products. For 
years, it has been the custom to point to one or two 
successful lines of very high priced toilet goods 
and draw from them the conclusion that the buying 
public never looked at the price tags of perfumes 
and hardly ever at the price marks on toilet 
preparations. 

This contention, which may have been true in 
a measure at one time, can hardly be advanced 
seriously at present. The new lines which we have 
described and illustrated in recent months have all 
been popularly priced. New items introduced dur- 
ing the same period have borne price marks well 
within the range of what used to be called “cheaper 
products.” Nor have these products been entirely 
associated with the names of manufacturers who 
have for years specialized in goods in the lower 
priced range. The vogue for moderate prices has 
spread to include makers who have been classed 
in the “high priced brackets” and a few even 
whose ideas of price in the past have placed them 
far over into the luxury class and beyond the reach 
of the general purchasing public. 

It would be easy enough to dismiss this tendency 
casually by blaming the whole thing on the “depres- 
sion,” but it is evident that, while slackened busi- 
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OUR ADVERTISERS 


ATLANTIC MANUFACTURING CO. 
Newark, N. J. 
AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW, 
132 Fourth Ave., New York City. 
GENTLEMEN: As an advertiser in your esteemed 
publication for over ten years, we have found 
your publication of great help to the success of 


our company as an advertising medium. 

We are pleased to tell you that we have solic- 
ited a great amount of business through adver- 
tising in THE AMERICAN PERFUMER. 
you of our appreciation of the many valuable 
articles and information your publication has |} 
| given the tube industry. 

We assure you that we will regard THE AMER- 
ICAN PERFUMER as the superior advertising me- 


We assure 


dium for our company at all times. 
With best wishes for the future of your pub- 
lication, we remain, 





Very truly yours, 
ATLANTIC MANUFACTURING CO., 
HARRY BRAUN, President. | 











ness and reduced incomes have had their effect on 
the situation, they are by no means the only 
reasons for a tendency toward popular prices. They 
have, it is true, been responsible at least in part 
for the current desire of the purchasing public to 
demand and to get its money’s worth when pur- 
chasing anything, whether automobiles or toilet 
goods. But back of this money’s worth idea 
there is also the factor of current trends in adver- 
tising and merchandising which are quite apart 
from the “depression” idea. 

Long before the effects of slack business had 
been seriously felt, one manufacturer of tooth 
paste startled his competitors by making a frank 
price appeal to the consumers. He was apparently 
successful in his idea of showing what could be 
purchased on “tooth paste savings,” for his adver- 
tising appeal is still based on the same idea and 
has, it is said, succeeded in selling his product. 
Other current advertisements of toilet goods, while 
not basing their appeal on price alone, have avoided 
extravagant claims coupled with the idea of exclu- 
siveness and have instead turned to frank state- 
ments of utility and values within the reach of the 
average consumer. 

It is still too early to judge of the final effects 
of this shift of advertising emphasis and of the 
trend toward lower priced lines of quality mer- 
chandise. Certain results may, however, be con- 
fidently predicted. For example, it is almost cer- 
tain that the way of the manufacturer will not be 
easy if he in future decides to launch an excessively 
priced line with only the appeal of exclusiveness 
and the myth of extra quality to sell it. The 
public will be fooled less easily than before. It is 
also reasonable to expect that the industry as a 
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whole may find distribution and popularity of 
toilet goods enhanced when conditions return to 
normal because of the fact that moderate incomes 
will suffice for the purchase of much, heretofore 
reserved only for a particular class. 

From the standpoint of the manufacturer, the 
appeal of price and value for the money can no 
longer be ignored. A name, a package and an 
advertising campaign are not likely to be sufficient 
unless the campaign has something to say regarding 
the value of the goods, what they will do, and how 
much they will cost. There may even, though this 
is a somewhat dangerous prediction, begin to be 
some order in the chaos of toilet goods prices, some 
reason for prices and prices within reason, some 
system of values to replace the present almost 
impossible situation. If so the moderate price idea, 
whether due to “depression” or not, will have 
served an exceedingly useful purpose. 


The Fight Against Counterfeiting 


Ce of well known brands of 
Amerchandise is nothing new to the cosmetic and 
toilet preparations industry. The files of this 
magazine contain records of a large number of 
cases of this sort, not all of them by any means 
recent. In spite of the desperate efforts of some 
of the larger manufacturers, however, the evil seems 
to be growing instead of diminishing. At the 
moment several trade publications in the drug and 
other fields are conducting surveys which tend to 
show just how prevalent the practice is, and while 
they have not cited all the cases of well-known 
marks counterfeited during recent months, the 
lists which they have published are imposing 
enough to show that nobody’s merchandise is safe 
from the efforts of the racketeers. 

In spite of the fact that no definite and workable 
remedy has been proposed or is likely to be in the 
near future, the current surveys and the alarm 
which they create in the minds of manufacturers 
are likely to be of considerable real value. Before 
any effective steps can be taken, manufacturers 
must be brought to the point where they realize 
the perils which they are facing from the counter- 
feiters. They must be convinced that, despite 
a perhaps favorable past experience, their goods 
are likely to be the next which the crooks will 
attack. 

Numerous ingenious schemes and devices have 
been put forward in the past to curb the counter- 
feiters but none of them has been entirely success- 
ful. Nor is there an immediate prospect that a 
cure for the evil of sufficient practicability and 
simplicity will be developed. About the only way in 
which the practice can be stamped out is to make 
it so dangerous that the current run of racketeers 
will leave it for more safely profitable fields. To 
this end, concerted action by the entire drug and 
toilet preparations trade and possibly a joint “war 
chest” for carrying on investigations and prosecu- 
tions would seem to be indicated. 
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The August Issue in Review 


by 


S. L. Mayham 





HERE are not so many “Beginners” in the toilet 

preparations industry as there were back in 1929 
but those who are entering the field need far mcre in 
background and equipment, not to speak of financial 
stability, than was the case two years ago. So Mr. 
Fairman’s article (page 307) is especially timely. In- 
cidentally, there is something in it for those who no 
longer consider themselves beginners. As we inquired 
in introducing the article, “Who Is a 
way?” 


‘Beginner’ Any- 
* * * * 


The package feature this month (page 310) illus- 
trates one of our editorials (page 318) very well in- 
deed. It represents a very handsome new line placed 
on the market by a house, always associated with the 
higher priced brackets, but to be sold at a level well 
within the moderate price range. There will be more 
of these as time goes on unless we are very much mis- 
taken in estimating the trend of the times. 
a 


How much does your office work cost? Most of you, 
if you are perfectly frank about it will say, “Well, I 
don’t just know.” It is not so much a matter of office 
costs, however, that our accounting article (page 311) 
discusses, as whether the office can tell you what you 
must know about the other ends of 
quickly and accurately. An efficient office, after you 
read this article, will seem something eminently desir- 
able, and there is a great deal of practical information 
in it as to how the office can be made efficient. 


your business 


* * * * 
Washington is a quiet place these days insofar as 
Yet our Washing- 
ton correspondence (pages 309, 320, and 327) relates 


news of toilet goods is concerned. 


some matters which are deserving of careful attention. 
* on eS * 


The New Products and Packages Section (page 313) 
contains more than usual and some of it very interest- 
ing indeed We imagine you have already looked this 
department over quite carefully; but, if you haven't, 
we recommend it this month. There are a lot of very 
splendid packages there and a lot of excellent ideas 
for you if you contemplate any changes in your own 
line. 

* * * * 

Speaking of packages, will that new one which you 
are about to put out go through your production de- 
partment undue delay, other 
troubles, which will cost you money? Mr. Chilson 
has had a lot of unusual experience along this line and 
he knows something about 
Read his article (page 321) and then look over that 
model again. Maybe a slight change here and there 
will improve its appearance and at the same time save 
you a headache when you are actually running the pack- 
age in your plant. 


without breakage or 


package design as well. 
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Mr. Neiman’s article (page 325) reviews patents and 
trade marks over 25 years and gives not only a history 
but a lesson in the importance of adequate protection 
for your product, your process and your brand name. 
It is more than a review. It is a course of instruction. 
a 

There is no need of page references to the Trade 
Note Section or the general news pages. We suspect 
they have long since been scanned closely. When you 
have time, better go back over them to see if you 
have missed anything. These are days when it is not 
so much a pleasure as a necessity to known what the 
other fellow is doing. 


Trade Commission Activities 


a July 31.—This month has been an 
unusually inactive one in Trade Commission ac- 
tivities, with few if any important investigations being 
initiated or orders issued, and none at all affecting per- 
fumers, flavoring extract manufacturers or soap manu- 
facturers. 

Hearings 

The sole action affecting these lines was the initia- 
tion of hearings, outside of Washington, concerning 
complaints against the Northam Warren Corp. for 
alleged use of paid testimonials that were not true in 
fact, a charge emphatically denied by the manufac- 
turer. 

It probably will be some months before the Northam 
Warren Corp. case is decided, but it is awaited with 
some interest, as the company not only is unusually 
important but the charges are of a character which 
give rise to various interpretations. Theoretically, the 
commission is faced with the necessity of proving that 
one or two prominent endorsers of “Cutex,’’ who were 
not named in the complaint, had sold the use of their 
names in connection with false information and, in 
addition, that the Northam Warren Corp. was aware 
of this falsification. 

Stipulations 

No stipulations of any sort, such as are issued 
anonymously to warn various trades of unfair prac- 
tices, were issued during the month. 

Pending Matters 

Two important cases await hearings, to be held at 
an indeterminate date in the future, these being: 

A complaint charging Helena Rubinstein, Inc., de- 
nied by that company, with the customary allegations 
in alleged price-fixing through resale _ price 
agreements with retailers. The possibility that this 
case might be dropped if the commission came out in 
favor of such a practice evaporated last month with 
the announcement of the commission’s general finding, 
following a lengthy investigation, that price fixing is 
not desired by industries generally. 

Another complaint, also denied by the respondent, 
charged the Elby Extract Co. with mislabeling some 
of its products through printing the address of “Grasse, 
France,” on them, together with the name “Eugene 
and with mislabeling its product 
“Bouquet 3M.E” through stating that it was aged in 
wood. 


sases 


and Joseph Freres,” 
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Limitations of the Package 


Production Necessities Should Dictate Type 


and Character to Bring Costs Down 


by Francis Chilson 


HE cosmetic industry may be said to have discov- 

ered the sales efficiency of attractive package de- 

sign. This industry gave the original impetus to 
a movement which since has spread to 
nearly all industries including farming 
and even lumbering. In the cosmetic in- 
dustry may be found many examples of 
effectively designed packages—and per- 
haps an equal number in the opposite cate- 
gory. In looking back over a long line of 
unsuccessful packages the conclusion might 
almost be drawn that this industry has 
carried package design to impractical ex- 
tremes—if not actually to the heights of 
absurdity. 

The reason for this lies in a lack of 
co-ordination between production and advertising men. 
In most cosmetic organizations the general manager 
and, perhaps, the president also, is a salesman who has 
none but a superficial conception of the problems of 
production. And since one or the other approves the 
design for new packages, designs are often selected 
without taking production processes into consideration, 
and as frequently without even apprising the factory 
manager that a new design has been selected until com- 
mitments for the various packaging materials have 
been made. The comparatively few farsighted sales and 
advertising men who may read this article will ex- 
claim that the obvious thing to do with a new design 
is to have the factory manager approve it, and if the 
latter’s packaging ex- 
perience has not been 
sufficiently diversified 
to enable him to judge, 
to have dummies made 
for a test run. 

Unfortunately, few 
industries appear to 
possess sales or adver- 
tising men whose far- 
sightedness includes an 
instinctive recognition 
of the limitations that 
may be imposed on 
package design by es- 
tablished factory con- 
ditions or equipment— 
and authority for this 
observation may be 
found in the July issue 
of Food Industries which describes a bottle, designed 
for a well known food manufacturer by an advertising 
agency, that would not stand up in traveling on a con- 
veyor, and in consequence, the manufacturer had to 
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PACKAGES THE PRODUCTION MAN LIKES 


place each bottle into a tin can in order to fill it! 

If this can happen in the food industry, where pack- 
aging costs must be kept extremely low, what is hap- 
pening in the cosmetic industry where few 
manufacturers know their actual costs at 
all? The answer of the writer is this: 
that the experience of the food manufac- 
turer cited above is simple compared to 
what is happening in this industry almost 
every day. Accordingly, it is to indicate 
some of the obstacles that package design 
may encounter in production that this ar- 
ticle is offered. 

Since there are numerous instances to 
substantiate it, it may be said that the 
appearance of a new line may make a 
company successful or ruin it entirely. No woman can 
be persuaded by advertising or by any other means to 
purchase a package that looks shoddy or repellant. 
And the only guarantee against shoddiness lies in de- 
signing packages whose appearance will not be ruined 
in production. This is by no means an impossible 
achievement if sales and advertising men who have 
charge of package design, will work closely with the 
men in charge of production. Many of the most ap- 
pealing packages on the market are also effective pro- 
duction packages. Most of the new soap powder pack- 
ages may be cited as examples: “Super Suds,” “Palm- 
olive Beads,” etc. And it should be strongly empha- 
sized that factory costs in general can actually be low- 
ered through effective 
package design. The 
cost of operating the 
packaging or finishing 
department depends 
largely upon the nature 
of the package. What 
can be done when pull- 
ing power and produc- 
tion efficacy are com- 
bined in package design, 
may be illustrated by 
the experience of Bauer 
& Black, previously re- 
ported in THE AMER- 
ICAN PERFUMER. This 
firm decreased its an- 
nual factory costs by 
$75,000 —thus paying 
for the entire cost of 
changing the design of its line during the first year 
alone. 

What will be said hereafter applies to the production 
by machinery of a*moderate priced line. Small volume 
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specialties commanding a very high price such as high 
grade perfumes, expensive nail preparations, paste 
rouges and so following, are excluded for the reason 
that they are never produced by machinery and also 
because the margin of profit on them is so great as to 
permit even the most bizarre innovations without seri- 
ously impairing net profits. Our chief concern will be 
with what might be called the staples, which constitute 
the great part of the total business done by the indus- 
try—face powders, toilet creams, hair tonics and face 
lotions. 

A design program usually begins with the submis- 
sion of artists’ dummies, which will or will not resemble 
the package when produced let us say at a rate of forty 
a minute, depending upon the amount of attention given 
to each of the packaging processes and machines 
through which the packages must eventually pass. 


The Glass Container 

The glass manufacturer will detect imperfections in 
the design which will prevent machine blowing or press- 
ing, but he cannot point out faults that may inhibit 
production in the user’s factory and which may ruin 
the appearance of the completed package. 

The bottle or jar must have a good broad base so 
that it will not tip over on conveyors, all of which 
vibrate slightly, and also to permit it to pass around 
the turntables on cooling tables without falling over. 

The label space should be neither convex nor concave 
because no label will lie smoothly on a surface that is 
Depressions for the 
labels in the corners of the container, such as embossed 


curved in more than one direction. 


or debossed frames, should be avoided because it is ex- 
tremely difficult to get accurate label registry when 
such designs are used. 

The sides of the container should not be extremely 
angular nor oval for the reason, that when striking 
against each other going into capping, or straight-line 
automatic labeling machinery they will turn out of line 
and cause jamming. 

If the manufacturer’s name must be embossed on the 
container, it should be placed on the sides, bottom, or 
else on top of the shoulder where it will be out of the 
way and will not tend to show up labels that may be 
slightly off-center. It must be remembered that due 
to absolutely unavoidable variations in glass it is im- 
possible to center each label absolutely, when applied 
If the 
name must be embossed on the front of the container, 


at speeds ranging from 25 to 90 per minute. 


then it should be continued, on round containers, all 
the way around to eliminate the necessity for turning 
them to insure that the label will register exactly in 
the center. Spot labeling devices have been developed 
to turn embossed bottles so that the label will register 
exactly beneath the name. But many of them do not 
work very well, and those which do, require that the 
embossing be at least a sixteenth of an inch in height 
and absolutely uniform. If the bottle is flat and re- 
quires an embossed name, then the name should con- 
tinue across the entire front of the bottle; it should 
not be confined to the center where it will throw into 
conspicuous relief a label that is slightly off center. 
Vertical lines beside the label space on bottles and 
on jars should be avoided for the same reason. 
Bottles should not be too tall nor too squat; of the 
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former, they are apt to tip over too easily; if the lat 
ter, they are hard to handle. 

If the shape of the bottle is conical the base of the 
cone should be the bottom of the bottle and not its 
shoulder as is so often the case. 


The Closure 

The selection of the closure is a job for the chemist; 
never under any circumstances should sales or adver 
tising men select a closure or a liner. This is the one 
phase of package design that is above considerations 
of beauty. Of course the writer does not mean to infe) 
that beautiful caps are necessarily ineffective. There 
are many caps on the market that combine beauty and 
efficiency; there are others that are beautiful and not 
efficient from a sealing standpoint, and some that will 
be attacked by the chemical composition of the product. 
First of all, the product must have sufficient protec- 
tion—some products will require a hermetic seal, some 
will not. In any case it is the business of the chemist 
to decide this. Secondly, the closure selected should 
be relatively easy to remove and to re-apply. Gener- 
ally, the chemist knows the sealine requirements of the 
product and also a number of desirable standard clos- 
ures. He should be allowed to select those, which, in 
his opinion, are best from a sealing standpoint, and 
from these the designer can select the one that will 
harmonize with his projected design. 

Having selected the cap, there are, however, other 
Many 
plain, highly polished metals will smudge or tarnish 
on standing; some will show finger marks, condensa- 


production considerations to be borne in mind. 


tion stains caused by sudden changes in temperature; 
vapor stains caused by the heat of hands when lifting 
up capped containers by the sides to put them into 
corrugated; some will show flecks of dust and minute 
fragments of corrugated that may fall upon them; and 
some will show very conspicuously the fine marks of 
Most of these con 
ditions can be minimized by scratch brush and crackle 
finishes and concentric lines of fine embossing 


the cap-hopper and capping chucks. 


Highly polished enamel caps are subject to all of the 
stated conditions except tarnishing but plus the added 
danger of chipping and the conspicuousness of fine 
scratches. These conditions also can be minimized by 
color shading and breaking the design, particularly 
along the shoulder and side of the cap where it is 
gripped by the capping chucks. 

Many plastic caps are susceptible to the chemical 
action of the product. Sometimes the liner offers pro- 
tection against this until the container gets into the 
hands of the consumer, who most certainly will spill 
some of it on the cap while using it. 
while desirable from a color standpoint, will warp or 
crack very readily and are difficut to apply by ma- 
chinery. Sometimes, however, the caps have been 
blamed for faults in seating the liner. A ridge of some 
sort should be incorporated in the interior of plastic 
caps to hold the liners firmly in place. If an-.edge of 
the liner sticks up slightly breakage will be the result. 

New types of closure appear on the market from 
time to time, and it must be said, that from a produc- 
tion standpaint, many of them are bad. The designer 
should avoid the untried closure unless it has the ap- 


proval of the chemist after a rigid test. 
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Labels 


Most production difficulties center about the design, 
shape, stock, and application of labels. Since there 
are unavoidable variations in all glass containers, 
straight lines and “picture frames” should be avoided 
in the label design as they tend to emphasize off-center 
labeling, even if only a sixty-fourth of an inch off. 
Straight horizontal lines should be avoided on wrap 
around labels because it is all but impossible to line 
them up at the seams. If straight lines must be em- 
ployed they should end or taper off a considerable dis- 
tance from the glued seam. On labels of this type 
printing and lithography should be entirely eliminated 
from the glued flap for the reason that the adhesive 
will not cling properly to inked surfaces. 

Embossing should be avoided because it tends to 
lock the labels together in the label magazines and 
thus causes mis-labeling. If employed, however, the 
embossing should be shallow, and the label maker in 
structed to make the dies with rounded edges. Em- 
bossing should be distributed over the surface of the 
label and not confined to one spot that will cause a 
hump in the label packs. “Picture frame” embossing, 
that is embossing along the edges of the label, should 
be avoided because these raised edges will not touch 
the glue, and, being free, will become frayed. 

The design should be confined to the body of the 
label. Streamers, comet tails, or flower stems pro- 
jecting from the sides of the label cannot be labeled 
by machinery. 

Ordinary pastel colors fade easily and care should 
be taken to specify non-fading colors. Plain black is 
a bad color as a background because it tends to de- 
velop off-shades of brown and gray. Silver and gold 
bronzes flake off and smudge very easily. Dark inks 
take very well on some of the newer gold bronzed 
papers, but light inks never do. Silver bronze smudges 
easily, mars when it comes in contact with other con- 
tainers moving down the belt, and will not carry dark 
printing inks without smudging. 
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A GROUP OF PACKAGES EASILY HANDLED IN PRODUCTION 





All labels whether large or small should be die cut 
to prevent jamming in the label magazines, and, on the 
other hand, to prevent the smaller labels from dropping 
into the glue-pots. 

Machine labels should be made of short-fibre super- 
calender or machine finished stock of between fifty and 
fifty-five pounds. In order to prevent curling and 
tearing under the strain of application, the grain should 
run across the label or in other words with the print- 
ing. Flint and other heavier coated stocks should never 
be used for machine labels. The former curls too 
easily, the latter is too springy and the label will 
spring back before the adhesive has a chance to set. 
Foil papers show cracks and also mar very easily, and, 
when backed by a porous news-print, the backing will 
absorb the moisture in the glue too quickly and cause 
puckering. Heavy stocks of all kinds should be avoided, 
particularly when the label surface is not absolutely 
flat. 


Cartons 


Cartons should be made from good quality long fibre 
single, or better, double coated stock to bring out the 
printing and to permit scoring without cracking and 
rough edges. If they are to be used in an automatic 
machine, the carton maker should be given the name of 
the machine and cautioned to die-cut the blanks. The 
glued seam must be accurate and placed at least a six- 
teenth of an inch away from and parallel with the 
scoring. If the container weighs more than eight 
ounces net the carton should have a locked bottom so 
that the weight of the container will not force it to 
open when it is handled. 

If silver is employed in the design the carton maker 
should be given two or three weeks extra to enable 
him to lay out the printed sheets for aging. Silver 
bronze contains aluminum and no way has yet been 
developed to permit a continuous run without smudging. 
Gold coated boards are somewhat better but are likely 
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to crack when being scored. Gold coated and bronzed 
board, however, print well. All pastel shades, and, in 
particular, pink and lavender should be avoided be- 
cause they not only register poorly but fade very 
easily—that is with the single exception of cream. 
Solid black backgrounds are apt to develop a brownish 
cast and even when all right are apt to appear mottled. 


General 


Most of the headaches a factory manager is likely 
to have in connection with changes in package design 
can be avoided if a design committee is formed con- 
sisting of the factory manager, the chemist, the sales 
and advertising manager and the artist in charge of 
the actual design. In this manner most production 
difficulties will be anticipated and eliminated at the 
start. Other incidental troubles which arise chiefly in 
connection with printed matter can be eliminated if 
such material is never purchased from printers or 
lithographers who have not had years of experience in 
making labels, wrappers, cartons and similar supplies. 


Duty Raised on Perfume Bottles in Faney 
Paper Boxes 


Fancy paper boxes imported as the immediate cov- 
erings of empty bottles designed to be used as con- 
tainers of perfume, which are of greater value than 
the bottles and are to be used after importation as 
coverings of the filled bottles of perfume, are dutiable 
with the said bottles at the rate applicable to the lat- 
ter; namely, 75 per cent ad valorem under paragraph 
218 (e) of the Tariff Act of 1930, according to T. D. 
45035. It is understood, however, that the said bottles 
are produced otherwise than by automatic machine 
and that the boxes are not unusual coverings subject 
to the provisions of section 504 of the Tariff Act. 

As this ruling will result in the assessment of 
higher duties than are now assessed in accordance 
with the established practice of classifying the goods 
affected, the change in practice will be made effective 
only as to merchandise imported or withdrawn from 
warehouse after 30 days after publication of this de- 
cision in the weekly Treasury Decisions, July 23, 1931. 

The facts pertinent to the tariff classification of the 
merchandise in question appear to be identical with 
those considered by the court in the decision published 
in T.D. 42503;—“If an importer brings into the coun- 
try, at the same time, certain parts, which are de- 
signed to form, when joined or attached together, a 
complete article of commerce, and when it is further 
shown that the importer intends to so use them, these 
parts will be considered for tariff purposes as entire- 
ties,’—1. The merchandise consists of empty glass 
containers packed singly, when imported, in paper 
boxes used for no other purpose than the immediate 
covering of the glass containers, and of a better qual- 
ity than is ordinarily used as the immediate coverings 
for the shipment of such merchandise; 2. The value 
of the boxes is greater than that of their contents; 
3. The boxes and glass containers are not purchased 
or sold separately in the United States; 4. The glass 
containers when filled in this country are sold in the 
boxes or coverings in which they are imported. 
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Mechanizing the Office 
(Continued from Page 312) 
statement, prepared by his office force with the aid of 
machines. 
“Sales—better than same day last year but be- 
hind for the month. Got to keep helping the boys 
on the road. Don’t have to “pep” Smithers though; 
he’s way ahead of his quota. But one of his ac- 
counts is ten days delinquent. Must get after it. 
Deposited only $12,000 yesterday. Must do better 
than that. Some pretty heavy maturities this 
week. Purchases running about normal. But de- 
liveries of tale behind. Get purchasing man to 
step them up or buy elsewhere. Production right 
up to mark. No back orders. Fine! Must com- 
pliment the factory manager. Expenses—not over 
H’m—what’s this? Telephone bill up 174 
per cent. Won’t do. Must inquire about that. 
Oh, yes; here’s the answer; phoned our French 
buyer to hurry up that oil.” 

And so on. 





quota. 


Could your office give you such figures quickly? 
Could you use them properly if it did? 


Conclusions 


A pamphlet published by the New York Trust Com- 
pany in July, dealt with the “Business Machine In- 
dustry.” It traced its growth; outlined its importance. 
From 1925 to 1930 exports alone increased at an av- 
erage rate of not quite two million dollars a year. In 
1929 they reached the total of $53,754,331. Yet we 
are inclined to think of our foreign cousins as being 
backward. 

Can you, a progressive American business man, ig- 
nore your competitors? Could you excuse yourself from 
failing to reduce expenses if you had no competitors? 

Machinery won’t work miracles; either in shop or 
office. It takes experience and skill to design them, 
and an observant thought to profit by their product. 
But the two in combination are unbeatable. 

If you know where you stand and what you are do- 
ing you can adjust your affairs better. Instead of 
having your face worried and drawn from not knowing 
the condition of your business, you can have it look 
as fresh as that of the girls whose complexions you 
advertise. We are exaggerating but little when we 
say that “Fresh Facts and Figures make Fortunes 
Faster.” 


Coming Conventions 

American Chemical Society, Buffalo, N. Y., Aug. 31 
to Sept. 4, 1931. 

Beauty Industries Manufacturers Association, Hotel 
Astor, New York City, Oct. 5 to 7, 1931. 

American Bottlers of Carbonated Beverages, Dallas, 
Tex., Nov. 9 to 13, 1931. 

National Manufacturers of Soda Water Flavors, 
Dallas, Tex., Nov. 9 to 13, 1931. 

Fourth National Symposium of the American Chem- 
ical Society, Sterling Chemistry Laboratory of Yale 
University, New Haven, Conn., Dec. 28 to 30, 1931. 

Second Annual Packaging Exposition, Palmer House, 
Chicago, Ill., March 7 to 13, 1932. 
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25 Years of Patent Progress 


Importance of Protection of Trade Marks and 


Patents Now More Fully Realized 
by Howard S. Neiman 


NHE last quarter of a century has exceeded any 
other similar period of time in an appreciation 
of the importance of proper protection for in- 

ventions and commercial trade mark desig- 
nations. 

The inventive faculty has been stimu- 
lated by the knowledge that its products 
may be amply protected from piracy and 
this co-operation between the inventors 
and the originators of trade marks upon 
one hand and the Federal and State 
laws upon the other hand has resulted in 
the greatest benefit to the individual 
owner and to the public. 

The quarter of a century just termi- 
nated has seen a general broadening and 
modernizing of the patent and trade mark laws and an 
inclination toward their more sensible application to 
the necessities and requirements of business opera- 
tions of today. 

There is a wide difference between the inceptions of 
patentable devices and processes and of trade marks 
and their respective property rights and means of 
legal protection. 

A patentable device or process is based primarily 
upon a science and is the tangible evidence of some 
law of nature. It has no legal connection with actual 
commercial operations, It may be, and usually is, based 
upon some prior device, or process, from which it dif- 
fers in inventiveness. It need not be commercialized 
in order to retain its legal protection. Its monopoly 
expires within a definitely fixed period of time, after 
which it becomes public property. It can be trans- 
ferred by a mere assignment of the patent. It is sub- 
ject to territorial as- 
signment. It is sub- 
ject to divisional as- 
signment, the right to 
make, to employ, and to 
sell, being capable of - 
transfer to different 


1 Gazette 

 orficiel Gazecte 

The OGniced Stace 
ent © 


individuals. Pat 

A trade mark is not ; 
based upon a_ science 
but is purely an imagi- 
native idea expressed 
in words or symbols. 
It has no legal exis- 
tence except in connec- 
tion with actual busi- 
ness activities. Its dif- 
ference from other trade marks is not based upon 
inventiveness but upon non-confusion therewith. It 
must be commercialized in order to be existant and 
its monopoly expires with its abandonment in trade. 
Its registration may be extended indefinitely and its 
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common law monopoly extends during its commercial 
use. It can not be transferred by an assignment of its 
registration without an assignment of all of the busi- 
ness with which it has been connected. It 
is not subject, except in a few cases, to 
territorial assignment. It is not subject 
to divisional assignment. 

The above mentioned differences, from 
among the many, between patents and 
trade marks, indicate the differences be- 
tween the laws which govern them and 
the rights possessed by their owners. 

It is evident, therefore, that the patent 
laws and the trade mark acts have little 
in common in their construction and legal 
protection and that the retentions of their 
protections are dependent upon very widely different 
facts. This will be developed in what follows. 


Patents 


The first United States Patent Act was enacted on 
April 10, 1790, and was repealed on February 21, 1793. 
This law directed the Secretary of State, the Secre- 
tary of the Department of War and the Attorney Gen- 
eral to issue a patent if they considered the invention 
sufficiently useful and important. 

The Patent Act of April 10, 1790, was followed by 
numerous other acts, each relating to some particular 
aspect of the subject but it was not until July 8, 1870 
that a law was enacted in which were compiled rules 
and regulations covering the entire subject of patent 
protection. 

The Act of July 8, 1870 was found defective and 
was repealed, a new act 
being enacted on June 
22, 1874, which act, 
with various amend- 
ments made from time 
to time, is the present 
patent law. 

The existent patent 
law is much more in 
accord with the present 
conditions of legal pro- 
cedure and_ business 
conditions than is the 
present trade mark 
law. 

Under the patent law 
the Commissioner of 
Patents is empowered to make rules and regulations 
for the conduction of patent applications and the issu- 
ance of patents, and these methods of Patent Office 
procedure are practically in the same form as when 
promulgated fifty-six (56) years ago, and hence while 
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the Patent Act itself is somewhat modernized, its prac- 
tical application is antiquated, cumbersome and unfair. 

All attempts of the Patent Bar to remedy the ad- 
mitted faults of Patent Office practice have been prac- 
tically fruitless. 

The extended and expensive interference proceedings, 
resulting in the gravest injury to applicants and plac- 
ing an unfair weapon of the greatest force in the hands 
of the financially powerful opponent, and the tearing 
asunder of a number of prior patents in order to ob- 
tain elements to build up the device of the applicant in 
an attempt to show non-invention, still exist. 

A Commissioner of Patents with audacity, inventive- 
ness, force of character and constructive ability could 
revamp the Patent Office procedures into a modern set 
of rules and regulations, which would result in greater 
justice to the applicants and greater benefit to the pub- 
lic. 

The general public has little, or no, knowledge of the 
difficulties which confront the patent attorney in ob- 
taining proper protection quickly and effectively under 
the present practice. 

Another difficulty which presents itself to the paten- 
tee is the wide diversity of opinions rendered by the 
different Federal judges, and the present territorial 
limitations given those decisions. 

Under the present Federal laws a decision upon the 
validity of a patent holds only in the court circuit in 
which said decision is rendered, and, hence, as is fre- 
quently the case, a patent is valid in Brooklyn and in- 
valid in Manhattan, as these two boroughs are in dif- 
ferent circuits. 

Naturally, conditions such as these do not lead to 
public confidence in the value of patents nor do they 
Useful Arts” 
which is the constitutional provisions as it appears in 
the title of the present Patent Act. 

The courts lend themselves too much to the techni- 


“promote the progress of Science and 


calities of the law and too analyze the 
grammatical application, rather 
than determining the underlying idea of the patentee 
in granting or refusing the patent the protection it 


frequently 
construction of the 


deserves. 

In a recent decision for instance, a court drew a dis- 
tinction between the words “comprised: of” and “com- 
posed of” as they appeared in the claims of a patent 
and held that the patent was invalid because it em- 
ployed the words “comprised of” whereas it would have 
been valid had the patentee used the words “composed 
of.” 

It is decisions, such as these, that weaken the im- 
portance and value of patent protection and tend to 
confirm the erroneous statement that a patent is an in- 
vitation to be sued. 


Trade Marks 

There is a wide difference between the protections 
afforded inventions and trade marks, the former being 
simply a creature of statutes whereas the latter is a 
common law right 

A patent law, therefore, determines what can be 
protected, while a trade mark law determines what can 
be registered, the protection being afforded by the 
common law. 

It is for these reasons that trade marks, being a 
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common law right, were governed by the courts under 
that law and it was not until July 8, 1870 that Con- 
gress passed an act formulating a means for registra- 
tions, not to affect the rights of ownership under the 
common law, but to provide means for the legal a 

complishment of those rights. 

This first Trade Mark Act was held unconstitutional 
and invalid, and on March 3, 1881 an act was passed in 
an attempt to overcome the unconstitutional features of 
the former law. 

While the Act of March 3, 1881 was generally treated 
as valid, the Supreme Court refused to pass upon its 
validity and on February 20, 1905, the present act was 
enacted and is the existent law as amended upon sev- 
eral occasions. 

For the past quarter of a century, therefore, the 
registration, the legal control of trade marks have been 
governed under the present law. 

This act exempted from registration certain classes 
of trade marks such as flags, insignia and coats of arms 
of the United States, foreign countries and the states; 
fraternal emblems; those which are merely the name 
of an individual, firm, corporation or association un- 
less presented in some particular or distinctive man- 
ner; descriptive or deceptive words; and geographical 
names and terms. 

As many foreign countries, especially those of South 
America, forbid the registrations of trade marks unless 
they were the subject of home registration and as the 
rights to trade marks in those countries depended upon 
their registration in those countries, it was evident that 
many valuable trade marks used in this country, and 
not registerable under the United States laws, were 
not capable of foreign protection, a law was enacted on 
March 19, 1930, allowing the registration thereunder 
of those marks not registerable under the Act of Feb- 
ruary 20, 1905. 

While the Act of February 20, 1905 may have met 
the conditions of that date the rapid advance of busi- 
ness activities and the wide extension of commercial 
fields soon rendered it antiquated, especially with re- 
gard to the rules of procedure adapted at that time 
and changed but slightly during the intervening years. 

The greatest administrative difficulty confronting the 
proper application of the law is that portion of it which 
bars the registration of a trade mark which is so simi- 
lar to another trade mark appropriated to merchandise 
of the same descriptive properties as to be likely to 
cause confusion or mistake in the mind of the public or 
to deceive purchasers. 

Upon the passage of the act, the Commissioner of 
Patents divided all of the possible commodities into 49 
classes, placing in each class those products which were, 
in his opinion, of the same descriptive properties. 
under which two 
similar trade marks could not be registered for any 


A policy was thereupon adopted 


two goods within a classification. 

This rule proved to be illogical because there were 
many goods within a classification which would not be 
confusing. Class 6 for instance, includes chemicals, 


medicines and pharmaceutical preparations and the 
public could not be confused between rat poison and 
perfumes or between sulphuric acid and quinine pills 


and hence the character of the goods rather than the 
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arbitrary classification was considered in determining 
the right of registration. 

Later, as business activities became more inclusive, 
it was found that the lines of differentiation between 
classes were unfair barriers. Soap, for instance, is in 
Class 4 and hence two parties could register the same 
trade mark, one for face cream in Class 6 and another 
for shaving soap in Class 4, and hence these classes 
were brought nearer together under commercial cir- 
cumstances. 

Commodities were at one time considered of the same 
descriptive character, if they were generally sold in 
the same classes of stores and over the same counter, 
but this ridiculous contention was swept away when 
drug stores sold cameras, sandwiches, books, kitchen 
utensils, and occasionally drugs and medicines. 

The pendulum of decisions relating to goods of the 
same descriptive properties has swung far to one side, 
upsetting all prior decisions and causing confusion to 
business. 

Some recent decisions by the United States Court of 
Customs and Patent Appeals are illogical and are a 
violation of all commercial customs and public under- 
standings. 

This court has held that coffee is of the same de- 
scriptive properties as preserved fruit and vegatives, 
canned pork and beans, relishes, sauces, sauerkraut, 
jelly, honey, fruit juices, pickles, mustard, olive oil, 
apricot, kernal oil, fruit salad, vinegar, sardines, maca- 
roni, noodles and spaghetti. 

In another decision this court held that wheat flour is 
of the same descriptive properties as dried fruit, raisin- 
seed, salad oil, mince meat, raisins and nuts, dried 
fruits, and raisins, candy, canned raisins, flavoring 
extracts, table syrup, rice, sauces for food flavors, vine- 
gar, edible oil, molasses, breakfast cereals, baking pow- 
der, corn starch, pie fruit and raisin syrup. 

It requires a wilder imagination than that possessed 
by the average purchasing public to find the same de- 
scriptive properties in wheat flour and sauerkraut or 
in coffee and pickles. 

Another series of decisions, illogical and commer- 
cially unfair, relates to the rights of a trade mark user 
to products upon which it has never been used in com- 
merce. 

As an instance of this, a decision may be cited in 
which a party registered a trade mark for chemicals 
for straightening the kinky hair of negroes and who 
never used it upon any other product for fifteen years 
but who was entitled to prevent the use of a similar, 
not identical, trade mark upon face cream, lip sticks 
and nail polish. 

The courts have shown too great an inclination 
toward a critical and technical analysis of the wording 
of the Trade Mark Act and have entirely ignored the 
common law rights of the user and the self-evident fact 
that a trade mark can not exist without commercial 
application and hence must be viewed from the stand- 
point of commercial usage. 

While decisions such as cited are shocking to a sense 
of commercial justice, experience has shown that these 
waves of erratic court decisions are simply indicative 
of a transitory state of legal reasonings upon the part 
of the Judges and that they soon return to a condition 
of fairness and common sense understanding. 
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There is one great commercial advantage in the 
registration of trade marks which is generally over- 
looked by their owners and it is an advantage which is 
unaffected by Court decisions, and that is the notice of 
adoption and use to others who might be desirous of 
adopting the same or a confusingly similar trade 
mark, 

Practically everyone today institutes a search of the 
-atent Office trade mark records before adopting a new 
mark in order to determine whether or not its adoption 
will infringe upon the rights of others. 

If such a search discloses a similar registration, the 
party avoids the suggested trade mark and adopts an- 
other which does not infringe, and thus both parties 
are saved the expense of litigation. 

If, however, the first user has not registered his 
mark, the searcher does not find it and adopts it and 
the original user can assert his rights only through 
legal proceedings, the expense of which would have 
been avoided had he registered his trade mark, 

Notwithstanding the idiosyncrasies of many court 
decisions, the necessities and value of patent protec- 
tion and of trade mark registration are becoming more 
and more evident and appreciated and the wise business 
man, looking forward to the extension of his trade, 
takes advantage of these inexpensive means of obtain- 
ing a monopoly and thus surrounds himself with all of 
the protection which the Federal laws and the Federal 
courts can grant him. 


Protest on Pine Needle Bath Tablets 

C. F. Wunderlich Co., New York, in protests 
174586-G, etc. claimed that pine-needle bath tablets 
classified at 75 per cent ad valorem under paragraph 
61 of the Tariff Act of 1930 should be returned for 
duty at 25 per cent under the same paragraph or 
paragraph 23 or 5. 

Justice J. McClelland, in T. D. 16957 upheld the 
claim in accordance with stipulation of counsel and on 
the authority of the United States v. Franklin (18 
C.C.P.A.—, T.D. 44896). 


Florida Tax Bill 
The Florida State Legislature now has before it Bill 
No. 19, which seeks to levy a tax upon luxuries and 
This bill is likely to affect retail sales in 
the state and plans for opposing it are under way. 


cosmetics. 


Manufacturers with trade in Florida are being urged 
to advise their customers to make every effort to defeat 
the measure. 


Duty on Vanity Cases 


No. 16845.—Protest 475017-G of Ludwig Scherk, 
Inc. (New York). 

Vanity Cases.—Metal vanity cases containing face 
powder are claimed dutiable at 80 per cent ad valorem 
under paragraph 1428, tariff act of 1922. 

Opinion by Sullivan, J. In accordance with the 
amended report of the appraiser the metal vanity cases 
in question were held dutiable under paragraph 1428 
as claimed. 
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Trade 


The perfumers, 
has advised us that its general and sales offices have 
been transferred to its laboratory in the 12th Street 
Terminal buildings, 5736-12th street, Detroit, Mich. 

ok * a * 


Demilo Co., cosmetic chemists and 


Puritan Cosmetics, Inc., is the new name just adopted 
by the former Puritan Pharmaceutical Co., St. Louis, 
after nearly a century the former 
designation. This new name was adopted in order that 


quarter under 
the company name and the products which it manu- 
factures might be brought into proper relationship. 
In announcing the new name, J. G. Ayars, president 
and treasurer of the com- 
pany 
while, we 
our corporate 
not quickly 
present 
customers 


said: “For quite a 
have felt that 
name did 
convey to 
and _ prospective 
the nature of 
our products, yet we hesi- 
tated to change it owing 
to the widespread good- 
will during the 
last quarter of a century. 
However, we have 
to the conclusion that it 
was only fair to our cus- 
tomers for us to adopt a 
name keeping 
with our products and with the proposed activities of 
our organization.” 


created 


come 


; AYARS 
more in 


The change in name does not mean any change in 
the company’s policies or personnel. M. P. 
tinues as vice-president and E. E. 


Yates con- 
Ayars as secretary. 
Headquarters of the company are in its plant at 6310 


Bartmer avenue, St. Louis. 


x * * * 

An explosion took place on August 5 in the blowing 
tower of the Procter & Gamble Co. plant at Hamilton, 
Ont., and resulted in the death of two men, at work 
in the tower, and the serious injury of one other. The 
men were working cleaning out the base of the tower 
when the accident happened. Officials of the company 
could not explain the the blast. 
damage was done to the tower but this was said to be 
only moderate in amount. 


cause of Some 


* * * * 


As an introduction to the sales and advertising cam- 
paign of “Nonspi,’” manufactured by the William R. 
Warner & Co., New York City, open house was held 
on July 30th at the Hotel St. Regis under the auspices 
of The Cowan & Dengler Advertising The 
guests included trade paper and popular magazine 
representatives who enjoyed the hospitality extended. 


Agency. 
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Notes 


Garden, prima donna of the Chicago Civic 
Opera Co. has brought suit for $100,000 damages and 
an injunction enjoining the Parfumerie Rigaud, Inc., 
New York City, from using her name and portrait in 
advertising the defendant’s perfumes, cosmetics and 
face powders. The existence of the suit, in which the 
complaint has been served, but not filed, was revealed 
July 22 through the filing of an answer by the de- 
fendant’s attorneys, Mock & Blum. Miss Garden has 
brought a similar action against the Paris house of 
Rigaud. 

The answer says that Miss Garden consented in writ- 
ing in 1910 that Dr. F. S. Mason should use her name 
and photograph in advertising the perfumes and beauty 
preparations and that subsequently Dr. Mason, with 
the knowledge and consent of the singer, transferred 
the right to Henri Rigaud, predecessor of the Par- 
fumerie Rigaud, Inc. Attached to the answer is a 
photostatic copy of the paper allegedly signed by Miss 
Garden. 


Mary 


Miss Garden is alleged to have given her consent 
for valuable consideration, part of which was extensive 
publicity. The Rigaud says that more 
than $1,000,000 was spent in advertising the prepara- 
tions bearing the name, Mary Garden. 

Henri Rigaud registered the Mary Garden trade 
mark in the United States Patent Office at Washing- 
ton. 


Parfumerie 


It is understood, but is not mentioned as a part 
of the answer filed, that a friend of the soprano plans 
to manufacture a reducing cream bearing her name. 
The Parfumerie Rigaud has notified this person that 
it would take steps to protect its own right to the 
trade mark, Mary Garden. 

i a 

Miss Clara Ogilvie, one of the famous seven sisters 
of the Ogilvie Sisters, New York City, returned from 
an extended trip August 17, on the New 
Miss Ogilvie while in Paris visited her 
Mrs. John Tweedle, and of course their Paris 
From Paris she went to Biarritz where they 
also have a salon. 

Miss Ogilvie advises us that she has brought back 
with her many new and interesting developments in 
the hair treatment line, as well as many novelties now 
popular in France. 


abroad 
Amsterdam. 
sister, 


salon. 


° -« «& + 

Bernard Barkan, general export manager of Les 
-’arfums de Molyneux, Paris, sailed for France August 
Ist on the Ile de France after a brief visit to the 
United States branch. Mr. Barkan left the Paris offices 
about six months ago on an extended business trip to 
visit the various South American countries. Upon ar- 
riving in New York from Havana he was most en- 
thusiastic as to the results of his trip. “The business 
booked,” he stated, “far exceeded his expectations.” 
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Another step toward expansion of its business in 
foreign countries was made on July 24 by Procter & 
Gamble Co., Cincinnati, soap manufacturers, who an- 
nounced the purchase of the assets of Sabates S en C, 
of Havana, Cuba, soap, perfume and candle manufac- 
tures, and Perfumeria Thesalia S.A., manufacturer of 
perfumes and cosmetics. The latter concern is a sub- 
sidiary of Sabates. It is the plan of the company to 
continue the manufacture of the products of these two 
concerns as heretofore and in addition to manufacture 
some of the Procter & Gamble products. 

Jean Sabates, chief owner and head of the company 
purchased, will remain as president and general mana- 
ger of the new organization which will be known as 


Sabates S.A. 
* * * * 


H. D. Stone, manager of Marie Earle, Inc., New York 
City, has been vacationing in Bermuda. He returned 
August 7th from a two weeks’ visit. 


The Pepsodent Co., Chicago, manufacturers of “Pep- 
sodent” tooth paste and antiseptic has entered into a 
contract with the Clearing Industrial District of Chi- 
cago for a new plant. The plant will be erected by the 
district and will be leased to the company for a period 
of years at an aggregate rental said to be in excess 
of $500,000. It will cost approximately that amount 
to build. An option to purchase is included. 

The plant will be located on a tract of ground, 
known as 6901-23 West 65th street, Chicago, the site 
being approximately 182,000 square feet. It will be 
one- and two-story construction and its floor space will 
be approximately 135,000 square feet. The district is 
served by the Belt Railway of Chicago which will have 
trackage on the property. 

H. P. Phelps, vice-president of the district in an- 


On July 19, Howard C. Allen, president of Howard 
C. Allen & Co., tendered a dinner to a group which 
had been associated with him since he started business 
in Washington, D. C. several years ago. Those present 
included Elsie C. Jones, Catherine M. Bradford, Evelyn 
S. Browne, A. T. Swann and Mr. and Mrs. V. S. Bumbry 
of Washington and John M. Jefferson of Pensacola, 
Fla. The dinner was given in honor of the approach- 
ing anniversary of the company and in recognition of 
the excellent work of the entire staff during the last 
year, during which several new lines were added to 
the company’s rapidly growing business. 
* o* o* 6 

Prince Matchabelli Perfumery Corp., New York City, 
has recently appointed Francis O’Connor as its repre- 
sentative in the Middle and South Western territories. 
Mr. O’Connor was formerly associated with Les Par- 
fums de Molyneux, Inc., New York City, as its Middle 
Western representative. 





nouncing the new plant stated that the major portion 
will be of one-story steel truss construction. The en- 
tire frontage of 223 feet on West 65th street will be 
two-stories in height and of cast stone construction. 
Manufacturing of tooth paste and antiseptic, now 
handled in separate leased plants will be consolidated 
in the new building which will also house offices, 
cafeteria, hospital and laboratories. 

The Pepsodent Co., was founded in 1916 by Douglas 
Smith, father of Kenneth G. Smith, its present head. 
In addition to its two plants in Chicago, now to be 
consolidated, the company has factories in Canada, 
Mexico, Argentina and two in Australia. Plans for 
further expansion when necessary, according to Mr. 
Smith, include the erection of a duplicate plant in the 
East. 





PROPOSED NEW PLANT OF PEPSODENT CO., IN CHICAGO 
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Emile Beauvais, Washington, D. C., re-elected 
president of the National 
metologists Association at the concluding session of 
its Milwaukee convention, Aug. 14. J. R. Hirschfield, 
Detroit, Mich., was elected first vice-president; Miss 
Grace M. Shinn, Des Moines, la., second vice-president; 
Miss Agnes Schmitt, Lincoln, Neb., third vice-president ; 
Miss Edna L. Emme, St. 
Louis, re-elected  secre- 
tary; Harry M. Spiro, New 
York, treasurer; Mrs. 
Elizabeth Myers, Mason 
City, Ia., financial secre- 
tary, and Joseph Mat- 
thews, New York, histor- 
ian, reelected. 

The five trustees include 
Anthony Boch, Phila- 
delphia; L. Max, Jr., 
Boston; James’ Nichols, 
Memphis, Tenn., Mrs. Sue 
O’Bleness, Kansas City, 
and Emile Rohde, Chicago. 

The annual 
of the association was opened at the Hotel Schroeder 


was 


Hairdressers and Cos- 


EMILE BEAUVAIS 


convention 


on the morning of August 11 with a salutation by Mrs. 
Bernard L. Poch, president, Milwaukee Hairdressers & 
Cosmetologists Association. Speakers at the opening 
session included Dr. John P. Koehler, Milwaukee health 
commissioner; Emile Beauvais, president of the asso- 
and C. W. 
chairman of the board. 


ciation Godefroy, executive director and 


President Beauvais in his address stressed the de- 
sirability of securing a hair style which will oblige the 
the beauty Mr. 
Godefroy in his report told of the good-will tour taken 
by him and Mr. Beauvais in an effort to publicize the 
hair styles created at the Washington convention and 
the the ‘tour. He touched on 
maintenance, legislation and finances. 

The matter of 
discussed at the Wednesday morning meeting and it 


woman to patronize shop oftener 


success of also price 


amalgamation of associations was 
passed to allow the two committees 
which are working on the problem from different angles 
to continue. They 
Miss Grace M. Shinn, and 
Harry M. Spiro, Charles C. Merlet and Joseph Mat- 
thews on the other. The latter group is working with 
the B.I.M.A. in the problem. 

C. S. Clark, C. S. Clark & Chicago, 
spoke on “The Romance of Co-operative Advertising.” 
Mr. Clark told of the the 
about in doing this type of advertising and the results 
realized from it. 

A feature of the afternoon sessions of 
tion was the “ 


was moved and 
consist of president Beauvais, 


Miss Edna L. Emme and 


Associates, 


purpose, methods to go 


the 
program whereby the vari- 
ous manufacturers and exhibitors presented their mes- 


conven- 
radioesque”’ 


sage in the form of actual demonstrations from a stage 
erected in the Crystal Ballroom of the hotel. 

Another feature was the age moratorium contest con- 
ducted on Wednesday evening in which five 
were selected from a field of seventy-five and trans- 
The styles 
creation contest was held on Wednesday noon. 

The midnight frolic and banquet was held on Thurs- 


models 


formed before the delegates and visitors. 
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day evening 
“radioesque” 


with several hundred attending. The 
feature of the program, whereby the ex- 
hibitors were able to present their product to an audi- 
ence comfortably seated, proved a successful innova- 
tion and much favorable comment. 

At the Friday morning session, Harry Gibbs, Gibbs 
& Co., Dr. Ralph L. Evans, Inecto Co., and Marinello 
Co., and C, J. Kutill, publisher, Modern Beauty Shop, 
comprising a committee representing the manufacturer, 
jobber and publisher in the beauty industry, spoke un- 
officially in favor of a united beauty organization and 
pledged their support in bringing this about. It 
was suggested by Mr. Kutill that the N. H. C. A. co- 
operate with the B.I.M.A. in this matter. A ways and 
means committee president Beauvais, 
Mr. Spiro and Mr. Matthews was appointed by the 
board to work on this matter. 


received 


consisting of 


aK ed * * 

A reduction of $10,000 on an assessment of $82,000 
on the land occupied by the $500,000 Newark, N. J., 
plant of the J. 
and 
County Tax Board. 

The reduction, said to be rare in its disturbance of a 
land valuation made by a municipality, was granted 
on the plea of Frank G. Browne, comptroller of the 
with Winona, Minn. The 


board assessments on buildings 


R. Watkins Co., manufacturer of soap 


cosmetics, was granted July 24 by the Essex 


company 
county 
rather than 


headquarters at 
usually cuts 
land. 

The 1930 assessment on the Newark plant was re- 
duced in 1930 from $634,900 to $551,900, but later was 
increased to $582,000 by jumping the land value from 
$50 to $80 a foot. 

* * *k x 

All trade marks, 
Co., New 
by Walter Janvier, 


assets and rights of the Orphos 
York City, have been purchased 
Inc., also of New York, and the 


Orphos company, which 


has been manufacturing 
MCKINNEY 


Chemical 


and selling “Orphos” tooth 
paste, has been dissolved. 
Manufacture and sale of 
this product will be con- 
tinued by the Janvier in- 
terests and plans call for 
an increase in advertising 
and sales efforts. 

The Orphos Chemical 
Co., was established in 
1925 and during the last 
few years has been excep- 
tionally active in an ad- 
vertising way. Walter 
Janvier, Inc., distributes 
drug trade products and is well 
handle “Orphos.” Its officers include 
William McKinney, president; W. R. Andler, vice-pres- 
ident, who will have direct charge of “Orphos” sales; 
John Bundock, Frederick Vine, 


WILLIAM 


several prominent 


equipped to 


treasurer; and sec- 
retary. 


* * * * 


The New York Soap Co. has leased a floor in the 
building at 294 Pearl street, New York City. The 
broker was Philips D. Clark, New York. 
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The accompanying photograph shows 
the new soap plant recently built by 
Boots, Cash Chemists, at Nottingham, 
England. This factory is situated on 
the River Trent and is near the new 
University College which the late Lord 
Trent, founder of the company gave to 
the City of Nottingham. The plant is a 
modern structure, fully equipped with 
the latest types of machinery for soap 
manufacture. It also contains fully 
equipped laboratories for research and 
control. Its output will be principally 
sold through the Boots chain of retail 
stores. 

These stores and the manufacturing 
organization are closely affiliated with 
Drug, Inc., and the Liggett chain in 
the United States. 


Everett B. Morris, the yachting expert of the New 
York Herald-Tribune writes the following interesting 
account of one of the Bay Shore, L. I. yacht races held 
on August 5. Naturally, Northam Warren, head of 
Northam Warren Corp., and for years active in the 
A. M. T. A., needs no introduction to our readers. Mr. 
Morris says: 

“The father versus son fight for the championship 
in Class P remained in favor of the younger genera- 
tion today when Northam Warren Jr.’s Constance de- 
feated his father’s Edna by 46 seconds on corrected 
time for her third consecutive victory in the Great 
South Bay Yacht Racing Association’s sixteenth an- 
nual race week regatta. 

Warren overtook his son on the spinnaker run home 
after trailing for two rounds of the windward and lee- 
ward course and crossed the finish line two seconds 
ahead. Edna; however, has to allow Constance 48 sec- 
onds in twelve miles, so in the final computation of 
times their positions were reversed. 

Young Warren’s triumph was one of the high spots 
of the third perfect sailing day the Great South Bay 
skippers have experienced this week and placed him 
in the rapidly thinning ranks of those helmsmen who 
have a perfect score for the championship series.” 

Mr. Warren, Jr., went on to capture the champion- 
ship in his class. 

* * * x 

John A. Silver, advertising manager and assistant 
sales director of the F. J. Stokes Machine Co., Philadel- 
phia sailed on the Bremen, August 21, for a six weeks’ 
combined business and pleasure trip to England and the 
Continent. His itinerary includes a conference in Liver- 
pool with Thompson & Capper, Ltd., Stokes’ English 
representatives. He will return the visit of Edward 
Thompson, Lord Mayor of Liverpool, and senior mem- 
ber of that firm, who recently spent some time in this 
country. Mr. Silver will also travel in Germany and 
France, returning to America early in October. 

* * * * 

Miss Charlotte Jenkins, Pacific Coast representative 
of Marie Earle, Inc., New York City, is spending two 
months abroad. Miss Jenkins is visiting Paris and 
will pay a visit to her home in Scotland. 
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Compagnie Parento, Inc., with New York sales office 
at 507 Fifth avenue and general offices and laboratory 
at Croton-on-Hudson, New York, has appointed Clayton 
F. Shoemaker, Jr. as sales representative for Phila- 
delphia and vicinity. By adding Mr. Shoemaker to the 
sales force the company believes that it can better 
serve the trade in the Philadelphia district. Mr. Shoe- 
maker has for many years acted as sales representative 
in connection with crude drugs, mineral oils, essential 
oils and all materials used by perfumers and manufac- 
turers of toilet preparations. For seventeen years he 
was identified with Shoemaker & Busch, Inc., whole- 
During this time he worked his way 
through the various departments inside and later 
specialized in calling on the trade. We feel that Mr. 
Shoemaker’s many friends will wish him success with 
Compagnie Parento, Inc. and his past experience fits 
him to serve the trade in a way which will assure his 


sale druggists. 


continued success. Mr. Shoemaker is a pharmaceutical 
chemist and will continue making his headquarters in 
the Drexel Building in Philadelphia. 
* * * ® 
The Carroll Co. of New Haven, Conn., operators of 
a chain of thirty-five cosmetic and perfume stores in 
New England, has leased a store in Newark, N. J., 
located at 811 Broad street. This is the first store that 
the company has acquired outside of New England 
and is to be the first of a chain in the metropolitan 
area, 
Officers of The Carroll Co., are planning a buying 
trip to New York where they will be registered under 
the company name on September 15 and 16 at the Com- 
modore Hotel. Appointments for these two days may 
be made from 10:00 A. M. September 15. 
es 
We are indeed pleased to report that the little 

daughter of Doane Hage, New York representative for 
the Arthur Colton Co., Detroit, is successfully recover- 
ing from the effects of an attack of infantile paralysis. 
Little June, four years old, was stricken on August 10 
and rushed at once to the Norwegian Hospital in 
Brooklyn, where the serum treatment was administered 
by Dr. Charles M. Fisher. She is now entirely out 
of danger and without any apparent bad effects. 
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Parfumerie Dollup, Inc., New York City, has 
arranged to use the radio for spot broadcasting by 
electrical transcription and already programs are go- 
ing out over stations in New York, Washington, Bal- 
timore, Memphis, Pittsburgh and Charlotte, N. C. 
H. L. Greene, president of the company advises us that 
this service will be rapidly expanded to cover all the 
larger cities East of the Mississippi. The programs 
are in the form of beauty talks and are under the 
supervision of Madelon Vonné of the company’s beauty 
consultant division. 

o> eS eS 


George Y. Frankle has been appointed sales man- 
ager of the Swann Chemical Co., succeeding Robert S. 
Weatherly who has made vice-president. Mr. 
Frankle has been associated with the Grasselli Chem- 
ical Co., for the last seventeen years and since 1927 
has been director of sales of that company in the Bir- 
mingham, Ala., territory. Mr. Weatherly has been 
with the Swann company for eight years and has been 
manager since 1928. Both men will be located 
in the Birmingham office. 

x * * * 


been 


sales 


Les Parfums de Molyneux, Inc., New York City, has 
recently appointed Joseph Maloney as its Pacific Coast 
representative. Mr. Maloney was formerly associated 
with Chanel, Inc., New York City, and also with the 
Ogilvie Sisters, also of New York City. 

Another addition to the sales staff is Jack Sullivan, 
formerly with Chanel, who is in charge of the Middle 
Western territory. 

* * * & 

A. H. Moeller of the Newport Chemical Works, New 
Brunswick, N. J., sailed on the Bremen, August 3 for a 
month in Europe. 


An arrangement has been concluded between direc- 
tors of E. I. du Pont de Nemours & Co., Inc., Wil- 
mington, Del., and the Newport Co., Carrollville, Wis., 
whereby the du Pont interests will acquire the dyestuffs 
and chemical business of the Newport Co. This busi- 
ness includes the Newport Chemical Works with plants 
at Passaic, N. J. and Carrollville as well as the Rhodia 
division of that company with plant at New Brunswick, 


N. J., 


taking in the dyestuff and organic chemical in- 


CARROLLVILLE, WIS., PLANT OF NEWPORT CHEMICAL WORKS 
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Filler Machine Co., Philadelphia, Pa., is to erect an 
addition of brick and concrete to its plant in that city, 
The new structure will occupy a plot 48 feet by 70 feet 
and work will be started in the near future. 
menting on this news the National Business Review 
said in its issue of August 8, “Any optimistic note 
emitted on the outlook of the present industrial situa- 
tion in the United States is met with more or less sus- 
Only diplomats, Senators and Representatives, 
it seems, are allowed to talk on better times. The 
Filler Machine Co., is taking a step in the right direc- 
tion that has all the ear marks of optimism. This bit of 
news has more weight than three senatorial addresses.” 

* * aK *K 

Dr. Ernst Bischoff, president of the Ernst Bischoff 
Co., New York City, makers of pharmaceutical special- 
ties, sailed July 16, on the Hamburg, for Europe where 
he will remain until late October. 

Dr. Bischoff will visit with his daughter, the Bar- 
oness von Duisburg at Stolp-Pommern and his brother 
at Lugano, Switzerland. While his trip is primarily 
for rest he will also visit the company’s business con- 
nections in Germany and France. During his absence 
his son, Edward T. Bischoff, will be active head of the 
company. 


Com- 


picion. 


* * * * 


United Drug Co., Boston, has appointed John E. Fon- 
taine, advertising manager. Mr. Fontaine was for- 
merly connected with an advertising agency in Cin- 
cinnati. H. L. Harding, former advertising manager 
of the company, has resigned and it is announced that 
he will enter the agency field. 

ok * * * 

R. L. Nichols, Atlanta, Ga., Southern representative 
of Ungerer & Co., spent a week at the principal offices 
in New York this month. 


terests formerly under Newport control. It is planned 
to consolidate this business with the dyestuffs and or- 
ganic chemical business of the du Pont companies, 
already of large proportions. 

The New York Stock Exchange has approved the 
listing of 103,500 additional 6 per cent debenture shares 
of E. I. du Pont de Nemours & Co., the purpose of 
which is to take care of the purchase of the Newport 
The distillate and other 

business of the 
Newport Co., does 
not enter into the 
transaction. A 
concrete state- 
ment regarding 
the plans of the 
du Pont interests 
for this acquisi- 
tion will follow 
completion of the 
purchase, which 
will take place 
immediately, the 
agreement having 
been approved by 
stockholders on 
August 20. 


chemical business. wood 
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At the meeting of the Board of Directors of Mc- 
Cormick & Co., Inc., Baltimore, held July 14th, the 
regular semi-annual dividend was declared on its 8 per 
cent preferred stock, payable August 1, 1931. In the 
business reports submitted, June showed a decided in- 
crease over last year in dollars and cents, and tonnage 
for the entire six months was ahead. In order to meet 
existing conditions, and rather than be compelled to 
decrease its number of employees, McCormick & 
Co. adopted the policy of working five days a 
week, closing on Saturdays. In this way they were 
enabled to keep their full force working, with very 
little loss to anyone. 

A timely “Bee Imp Sales Contest,” covering the 
entire country is being conducted by the company, 
with $500.00 in cash prizes offered. A great deal of 
interest has been aroused through newspaper adver- 
tisements, window posters and displays, counter stands 
and folders announcing the contest. 

The contest is open to the public in general with 
the exception of employees of McCormick & Co., and 
their relatives. Much interest has already been dis- 
played and a large number of contestants have en- 
tered. 

Judges for the contest will be E. J. Bannvart, vice- 
president of Cecil, Warwick & Cecil, advertising 
agents of New York; Byron T. Banghart, president, 
Baltimore Wholesale Grocery Co., and Harry W. Cole, 
secretary of the Insecticide and Disinfectant Manu- 
facturers Association. 

* * * 

Julian W. Lyon, for twenty years associated with 
the essential oil and crude drug industries and for the 
last several years a broker in these materials has pur- 
chased the business of the old established import house 
of F. W. Mead & Co., New York City. The Mead com- 
pany was founded by the late F. W. Mead in 1882 and 
recently has been under control of the late A. C. 
Jenkins. Mr. Lyon will continue the business of com- 
mission merchants and brokers with which the Mead 
company has long been identified and will retain the 
name of F. W. Mead & Co. He will also continue his 
own brokerage business as heretofore. 

4K * Ba ok 

George F. Stanley, president of the Stanley Manu- 
facturing Co., Dayton, Ohio, with his father and 
mother, Mr. and Mrs. M. N. Stanley, sailed on the 
Empress of Britain from Quebec August 6 for a visit 
Mr. Stanley expects to 
visit England, France and Germany and will study 


of several weeks in Europe. 


methods and conditions in the metal label industries 
in those countries, returning to the United States early 
in September. 
* * * ok 
The Walgreen Co., Chicago, operators of the Wal- 
green chain of stores has organized the Walgreen 
Agency Co., which will open agencies in the smaller 
cities. Two units in Illinois have already been opened, 
the first venture of the Walgreen chain into the smaller 
towns and cities. 
* * *k * 
Dr. Alfred Weed, entomologist for John Powell & 
Co., Inc., New York, is spending his vacation at one 
of the Wisconsin lakes. 
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Interstate Color Co., Inc., New York City, has ap- 
pointed Paul M. Wagner as its representative in the 
states of Texas, Louisiana and Oklahoma. Mr. Wagner 
will make his headquarters at 5207 Monticello avenue, 
Dallas, Texas. 

ok * * * 

Etablissements Roure-Bertrand Fils and Justin Du- 
pont, Paris and Grasse, recently completed arrange- 
ments for a Spanish division of that company which 
will specialize in the distillation of Spanish essential 
oils particularly spike, rosemary and thyme products. 

The new venture is the result of considerable re- 
search and study by Louis Amic, director of the com- 
pany, and nephew of 
Louis Roure its head. For 
the past few years Mr. 
Amic and one of the com- 


pany’s chemists have 
made several visits to 
Spain, where they fa- 


miliarized themselves with 
crop conditions and dis- 
tillation methods. After 
a careful survey of the 
oil producing sections 
there, Mr. Amic has es- 
tablished mobile distilla- 
tion plants under the 
supervision of his house. 
The districts selected for 
the production of these oils are the provinces of 
Guadelajara and Teruel for spike; the province of 





Louis AMIC 


Albacete and part of Murcia province for rosemary 
and the province of Almeria for thyme. 

George Silver Import Company, New York, sole 
representative in the United States and Canada for 
Roure-Bertrand Fils and Justin Dupont, is now offer- 
ing these oils to the trade. 


oe ee 


C. H. Selick, Inc., New York City, manufacturer of 
perfumes and toilet goods has made an assignment to 
Edward I. Wechsler, attorney of New York. The as- 
signment was made after a creditor’s meeting had 
agreed upon a method of payment of the company’s 
liabilities and was for the purpose of effecting this 
arrangement. 

o* * f * 

Belgian Trading Co., Inc., New York City, has ap- 
pointed Max Weiss of Los Angeles, Calif., its rep- 
resentative on the Pacific Coast. Mr. Weiss is located 
at 414-6-8 South Spring street and will handle the 
business of both the old and new accounts of the com- 
pany in that section. 

= ok * BS 

Samuel Gerber has been elected president of the 
Atlantic Pharmacal Co., of Boston, and Charles Gil- 
man has been elected treasurer. The company has 
recently added a moth destroyer and a fly spray to 
its line of products. 

se *k * 


Witcherie Cosmetics, Inc., Detroit, Mich., has advised 
us that John F. Forgey has been appointed sales man- 
ager of the company. 
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The annual election of the Syndicat des Parfumeurs- 
Distillateurs of Grasse, held early in July, resulted in 
the Elie Maunier, 
Establissements Antoine Chiris, as head of this im- 
portant group of raw material producers for the com- 
ing year. Mr. the 
scientific work of flower growing and perfume raw ma- 
terial production and is 
well known for his 


election of honorary director of 


Maunier has long been active in 


nu- 
contributions to 
literature of the sub- 


merous 
the 
ject. 

To serve with him dur- 
ing the year the following 
were chosen: 


ident, C. 


vice-pres- 
Lefevre of Pilar 
Freres; treasurer, Maur- 
ice Maubert of P. Rob- 
ertet & Cie; and secretary, 
Hubert 
Bertrand 


Schlienger of 
Freres. All of 
these men are well known 
to the which 
will learn 


SS 


here ELIE 


trade . MAUNIER 
be gratified to 
that the affairs of the syndicate will be in their hands 
during the coming year. 

Georges Chiris, an officer of the Legion d’Honneur, 
and head of Etablissements Antoine Chiris, was elected 
on June 15 vice-president of the Union des Syndicats 
Francais de la Parfumerie. Mr. Chiris 
the Syndicat des Parfumeurs de Grasse et des Alpes- 


will represen! 
Maritimes in this important group which is presided 
over by Robert Bienaimé. 

We congratulate Mr. Chiris upon his election to the 
know that the will 


and association 


benefit greatly by his work. 


vice-presidency 


BS * * * 


F. J. Stokes Machine Co., Philadelphia, Pa., closed 
its plant and offices from August 17 to August 23 to 
permit all its employees to have a simultaneous vaca 
tion. This policy is in with modern procedure 
adopted in Lawrence H. Bailey, 
chemical engineer of the company, enjoyed his vaca- 
tion at Stone Harbor, N. J., and Charles F. Coleman, 
engineering sales visited in Erie, 
Pa., and later spent some time at Ocean City, N. J. 


line 


many industries. 


manager, relatives 


a 


At a recent meeting of the Owens-Illinois Glass Co., 
Toledo, Ohio, H. F. Atherton, of New York, was elected 
to the board of directors to succeed Francis H. McAdoo, 
who had resigned. 

J. S. Irvine, formerly sales and advertising manager 
of the Spicer Manufacturing Corp., has become asso- 
ciated with the Owens-Illinois Glass Co. at the Toledo 
office. 

* ok * * 

American Commercial Alcohol Corp., moved its gen- 
eral offices on August 17 to 
405 Lexington avenue, New York City. 
420 Lexington avenue. 


building, 
The company 
has been located at At the 
new address it occupies the 46th floor and has ample 
The new 


the Chrysler 


and convenient space for office operations. 
telephone number is VAnderbilt 3-7390. 
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E. W. Garbisch, president of Cellulose Products Corp., 
New York City, has advised us of the appointment of 
the following representative agents who will 
handle exclusive sales in their respective territories of 
the company’s product “Tish,” a hemstitched tissue now 
being marketed under that trade name: G. C. Krusen 
& Son, 1530 Chestnut street, Philadelphia, Pa.; 520 N. 
Michigan avenue, Chicago, Ill., and 171 Madison ave- 
nue, New York City; Howley-White Co., Inc., 100 
Arlington street, Boston, Mass.; Morgan & Sampson, 
869 Folsom street, San Francisco, Calif.; Elias Shaker 
& Co., Globe Bldg., St. Paul, Minn. 

* * &* x 

The D’Orsay program is to make its bow 
NBC-WJZ network Saturday, September 5, from 8:30 
to 9:00 P. M., E. D. T. The conductor is Ben Selvin, 
New York club 
musical the Columbia Phonograph 
pany. Selvin is said to lead all others in the number 
of records made of orchestra music. Each week a dis- 
tinctive European dance tune will be featured, some 
for the first time in America. He has _ selected 
“Valentine,” popularized in this country by Maurice 
Chevalier, for the initial broadcast. The D’Orsay Pro- 
gram is sponsored by D’Orsay Perfumeries Corpora- 
tion, of New York. The agency is Hanff-Metzger, Inc. 

e «+ & & 

Ungerer & Co. recently installed a handsome display 

cabinet in in New York for the 
greater conveni- 
ence of 


sales 


over an 


for years leader of orchestras and 


director of Com- 


its general offices 
custom- 
ers and sales 
staff. Made in 
Switzerland of 
highly polished 
mahogany and 
standing over 
seven feet in 
height, i+ displays 
to advantage the 
complete line of 
synthetic and 
aromatic 
cals of M. Naef 
& Co., Geneva, 
including all their 
weli known per- 
fume bases, floral 
products, ete., and 
gives the 
tomer ample op- 
portunity for 
examining 
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cus- 


and 
sampling the en- 
tire line 
The display 
section of the 
cabinet has glass 
enclosed doors 
with a roller 
drawn to completely 
The samples are put up in uniform 
glass bottles complete with ground glass stoppers, the 
colors of the different products making an attractive 
display. 


DISPLAY CABINET 


FOR M. NAEF & Co. LINE 


shutter 
close the cabinet. 


over all which may be 
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The Art Tube Co., Irvington, N. J., has just 
added materially to its production facilities by 
taking over an additional building adjacent to 
its present plant in that city. The new build- 
ing will more than double the floor space avail- 
able at the plant. Additional 
machinery has been purchased and is being in- 
stalled in the new unit. The company advises 
us that sales for the first six months of this 
year are greater by 23 per cent than those for 
the corresponding period in 1930, a year which 
broke all records for the company. The ac- 


production 


companying photograph shows the plant of the 
company at Irvington. 


Belgian Trading Co., Inc., New York City, has ad- 
vised us that it has been appointed exclusive agents 
in the United States for the sale of otto of rose 
manufactured by Zlati Kotzeff & Co., which operates 
stills at Kazanlik, Bulgaria, and is well known as an 
exporter of this product. Stocks will be carried in 
New York for the convenience of the trade here. 

** 6 68 

T. J. Gilfillan has been appointed sales manager for 
the Doree Products Co., and is in charge of a change 
in the company’s method of distribution which is now 
being handled through jobbers, a system which will be 
rapidly expanded under Mr. Gilfillan’s direction. 

ie © @ 

Jo-Cur, Inc., is the new name of the former Curran 
Laboratories, Inc., Brooklyn, N. Y. This new designa- 
tion was adopted to identify the company more closely 
with its most popular product. Policies, officers and 
business address of the company remain as before. 

x * ex 

Synfleur Scientific Laboratories, Inc., Monticello, 
N. Y. closes its offices and laboratories for the annual 
vacation period August 22 to August 31. 
notice was given the trade so that customers would not 
run short of Synfleur products during the period of 


Ample 


interrupted deliveries. 
* * * * 

Ray Bittan, well known in beauty trade circles has 
established L’Ray Cosmetiques with offices in Spring- 
field, L. I., and is placing on the market her own line 
of toilet preparations under that name. Mrs. Bittan 
has been connected with the trade for twenty years. 

The Pfaudler Co., Rochester, N. Y., has advised us 
of the appointment of three new sales representatives 
for its line of glass 
lined steel equipment. 
These three men have 
all had long experience 
in the dairy industry 
and are well equipped 
to handle the Pfaudler 
line in their respective 
territories. They are 
H. I. Edwards, who will 
have charge of North- 
ern Michigan territory 
with headquarters in 
Detroit; H. C. Woot- 
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ENLARGED PLANT OF ART TUBE Co. 


At a recent meeting of the directors of the Procter 
& Gamble Co., Cincinnati, O., three important promo- 
tions were made: Stockton Buzby was elected a vice- 
president in charge of sales; R. K. Brodie, vice-pres- 
ident in charge of manufacturing; and F. M. Barnes, 
vice-president in charge of purchasing. 

* * 1 * 

Al Rosenfeld, vice-president and general manager 
of Les Parfum de Molyneux, Inc., New York City and 
Mrs. Rosenfeld returned on August 6th from a three 
weeks’ motor trip through Canada. Among the places 
they visited were Montreal, Murray Bay, Quebec and 
Nova Scotia. 

* * * ok 

Francis H. Sloan, 2nd, son of Russell Sloan of Pater- 
son, Boardman & Knapp, Inc., New York, has returned 
from a seven months’ stay in Marseille, France, where 
the company’s office and vanilla bean warehouses are 
located. Mr. Sloan has since left for a yachting trip. 

* * * * 

Martin F. Schultes, vice-president and New York 
representative of Hewitt Bros. Soap Co., Dayton, O., 
recently spent a three weeks’ vacation at Moose Head 
Lake, P. Q., Canada. Mr. Schultes hung up several 
new low net scores on the local golf links there. 

* oe oe 

Irving Bennett, of Antoine Chiris Co., New York, 
has resigned his connection with that company. Mr. 
Bennett, who has been with the Chiris organization 
for eleven years will sail for Europe on the de Grasse, 
August 26, and expects to announce his future plans 
upon his return. 


ton, who is covering Central New York State with 
headquarters at Utica, N. Y; and E. C. Schindler who 
will cover Southern 
New Jersey and East- 
ern Pennsylvania and 
will be located in Phila- 
delphia. Their addition 
to the sales staff is ex- 
pected to augment the 
service which the com- 
pany renders its friends 
in these important dis- 
tricts. All three men 
are well known to the 
trade in their respec- 
tive localities. 


August, 1931 335 





Chicago and 


BOUT 40 members of the Golf Auxiliary com- 

prising both the Chicago Perfumery, Soap & Ex- 
tract Association and the Chicago Drug & Chemical 
Association journeyed to the Euclid Hills Country 
Club on August 4th, to participate in the fourth golf 
tournament of the year. As the weather was ideal, 
quite a number of the members arrived in the morn- 
ing and indulged in a practice round, to get in perfect 
form for the tournament which started with the official 
tee off at 1:30 P. M. 

A. C. Drury, chairman of the auxiliary, spent con- 
siderable time in selecting the prizes consisting of 
golf bags, duffle bags, electric clocks, orange juice ex- 
tractors, golf clubs and golf balls which were awarded 
to the winners at the dinner after the play. The com- 
mittee determined the handicaps of each player, placing 
them into either “A,” “B” or “C” class according to 
their ability, and the three low net scores in each class 
take home the prizes. Only a few pictures are avail- 
able, inasmuch as the member who acted as official pho- 
tographer made a trip to the clubhouse for additional 
films, and became lost around the 19th hole, but the 
smiling countenances on the accompanying pictures 
surely indicate how the members enjoy themselves on 


Other Cities 


these tournaments. The list of winners is as follows: 


CLASS A 


F. Slyder, American Thermos Bottle 
A. G. Schneider, Victor Chemical Co 
a. © Beery, &. ©. BE Give ecccces 
W. H. Jelly, Walter H. Jelly & Co 


CLASS B 


Orbis Products ‘Trading 
Pennsylvania Oil Co 
Owens-Illinois Glass 
Wilson 


Ray Morris, 

i. Elwell, 

Roy Downs, 

Chas. Curtis, SOEs 95:55 00.000 wages 
CLASS C 

Carl Black, S. B. Penick & Co... 
BLIND BOGEY 


Clarence Sequin, C. M. Sequin Co 


Several guest prizes were also distributed. 

The last tournament will be held in September after 
Labor Day and plans are being considered to make it 
an all day affair at one of the nearby inland lake 
courses, the date to be announced later. 

. + 8 © 


We regret to report the sudden death of Mrs. J. W. 
Powell, wife of J. W. Powell, chief chemist at Armour 
& Co., which occurred July 24. The funeral was held 
from their former home in Streator, Illinois. 


SOME GROUPS OF THE CHICAGO GOLFERS 


. G. Gleason. 2. Walter H. Jelly. 3. 
. Reed, F. Slyder, A. 
7. Ri 
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William H. Schutte. 4. 
F. Dedrick, G. M. Van Kirk, H. B. Elwell, M. B. Vance, J. 
J. Juron, H. E. Lancaster, C. 


A.C. Drury. 5. A.S. Lazoris, H. Perrottet, 
Wilhelm. 6. Roy F. Downs. 
S. Curtis, C. A. Seguin. 
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Our condolence is also extended to Frederick T. 
Gordon, president of the Western Laboratory, Chi- 
cago, whose wife died July 15. The services were 
held at the home, 3411 W. Adams street and the in- 
terment July 17, at Medina, New York. 

* * * * 

Edward J. Petty, head of the transportation claims 
department of Armour & Co. was killed and his wife 
and two friends were injured July 18, when the aute- 
mobile in which they were riding overturned near 
Merrill, Wis. The blowout of a tire caused the wreck. 
Mrs. Petty suffered a wrenched back and thigh in- 
juries. Mr. and Mrs. E. J. Delaney, also of Chicago, 
escaped with minor hurts. The party was on the way 
to Eagle River, Wisconsin, to visit Mr. Petty’s son, the 
Rev. Chas. Petty, who is spending the summer there. 

* * * * 

Jewel Tea Co. has purchased an additional 80 acre 
tract surrounding its plant at Barrington, IIl., which 
it will convert into a park. The company now owns 
a considerable tract of land, which has been sub- 
divided and sold to employees, who have erected a 
number of homes, in walking distance of the plant. 

* * * * 

Dudley Lum, Chicago manager for Givaudan-Del- 
awanna, Inc., New York, is very busy passing around 
the cigars. The reason for this sudden burst of gen- 
erosity, was the announcement of a new arrival, a 
daughter, born July 25, weighing 8 lbs. and 12 ozs. 
Mrs. Lum, is recovering nicely and is receiving con- 
gratulations at the Evanston Hospital. 

* * * * 

B. F. Zimmer of Fritzsche Brothers, Inc., has also 
deserted Chicago for a month vacation in Minocqua, 
Wisconsin, and the essential oil trade can expect some 
fine fish stories when Ben returns. 

* ok BS OK 

Richard Lingott has been appointed to represent the 
Agfa Division of the General Drug Co. in the Middle 
Western territory. 

* * x 

William Rowe, purchasing agent for Swift & Co., 

is enjoying a well earned vacation in Indiana. 


Cleveland Trade Notes 

| ECENTLY The Mecca Co., was reorganized and 

refinanced, and now boasts a powerful group of 
officers and directors, all successful Cleveland business 
men and executives. With this new setup have come 
increased sales and an addition to the Mecca Co.’s line, 
that hints at more expansion in the near future. The 
sales organization has been correspondingly revamped, 
although the policy behind the products has been re- 
tained. The introduction of sales aids and increased 
advertising are significant activities of the company. 
Walter R. Kreinheder, president, says concerning his 
organization: 

“This company has reorganized and refinanced 

and is now doing business under the name of The 
Mecca Co. Officers and directors are: Walter R. 
Kreinheder, president, The Mecca Co., and president, 
Union Share and Investor, Inc.; Neil S. Corey, trea- 
surer; Edward E. Ismond, vice-president, The Mecca 
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Co., and superintendent, The Hatfield Electric Co.; 
Robert F. Koch, The Connelly Boiler Co.; Walter H. C. 
Kreinheder, director, Van Rooy Coffee Co., Inc.; John 
S. Parker, general manager, The Motor Patterns Co.; 
Ward H. Parry, treasurer, The Franz Foundry & 
Machine Co., director, Union Share and Investor, Inc.; 
E. H. Tarbell, secretary, The Mecca Co., and Harry 
C. Turncock, chief engineer, The Hatfield Electric Co.; 
Cleveland, Ohio. 

“We are thus far for 1931 enjoying a most substan- 
tial increase in business. In addition to the pound 
package of ‘Mecca’ bath crystals we have also added 
a five pound bag under the name ‘Mecca Perfumed 
Water Softener.’ Sales are under the direct super- 
vision of Carl F. Priday who has recently joined our 
organization as sales manager. The distinctive feature 
of uncolored bath crystals remains on all ‘Mecca’ 
brands as compared to practically all competitive lines 
who use various colors in dyeing their crystals. We 
are offering the trade various advertising aids in the 
way of display lamps, radio advertising, circulars, 
samples, etc. We also pack guest size bath crystals 
for use in hotel rooms.” 

+ * a * 

Gibbs & Co., producers of “Bree” cleansing cream, 
located in Cleveland, has started a sales campaign 
locally for this product using such advertising mediums 
as the Cleveland Plain Dealer. We understand that 
the Gibbs company is making a bid for beauty shop 
trade, particularly. It has originated an offer giving 
the public a trial jar of the “Rapid Cleansing Cream” 
for a special coupon, and an insignificant sum, through 
most Cleveland beauty parlors. 

ae oe 

Le Pirro Laboratories have announced a complete 
group of toilet preparations. In introducing them a 
regular size can of the new “Le Pirro” powder with the 
“Le Pirro” deodorant is given at a special price. The 
new products are as follows: face powder, cleansing 
cream, super-fatted cold cream soap, muscle oil, lip- 
stick, paste rouge, eye shadow, nail polish, double 
astringent, perfume, eyelash beautifier, foundation 
cream, cleansing tissues, eyebrow pencil, nail white, 
water softener, cuticle bleach, cuticle oil, skin food and 
tissue builder, finishing lotion and body powder. 
Special prices on all products were’ associated with the 
introduction event. 

* * * * 


Your writer ran down rumors that the Quality Chemi- 
cal Co., a concern making among other products pine 
oil soap, would enter the toilet preparations business, 
but was informed by C. A. Stuart, the proprietor of 
this company, that he was keeping up his old lines and 
would not handle any toilet goods. 


Pacific Coast Trade Notes 
EMOVAL of Los Angeles offices to the Chamber of 
Commerce Building has been announced by F. D. 

Rager, Southern California sales supervisor of Procter 
& Gamble Distributing Co. The company also plans 
to use the new Long Beach plant as basic warehouse 
for stocks to cover Southern California sales. The 
plant is not yet on a production basis. Former sales 
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offices of the company were located at 300 Avery 
street. All buying of supplies and materials for the 
Long Beach plant will be handled through the new 
Los Angeles office. 

* * * * 


An- 
issued a 


The Domestic Trade Department of the Los 
geles has recently 
pamphlet entitled “The Western Drugs, Sundries and 
Market.” In it is set forth among other in- 


teresting matter, an article, dealing with the subject 


Chamber of Commerce 


Chemical 
of cosmetics and the manufacture of same in the Los 
Angeles County. 

This pamphlet also contains a valuable enumeration 
of dealers and manufacturers of chemicals, soaps, cos- 
toilet county of 
Angeles and is well worth while to have in anybody’s 


files for future reference. 
ok * x * 


metics and preparations in the Los 


business 


Informed that Long Beach had been selected as the 
location for a $250,000 industry, the City Council to- 
building permit to the Fields 
for erection of a plant near Cherry 
South street in North Long Beach. 

*K * * * 


day granted a special 
Chemical Corp. 
avenue and 
Rahe, traffic manager of the Los Angeles 
Soap Co., returned recently from a two weeks’ trip to 
He visited Houston, New 


Orleans, Dallas, St. Louis, Chicago and Kansas City. 
* * * * 


George 


Eastern distributing centers. 


Eugene Schuck, vice-president and superintendent 
of the Pacific Soap Co., Ltd., spent 2 weeks on a vaca- 
tion trip to Sequoia Park, Yosemite Park, San Fran- 
and the Monterey peninsula. He was 
Pearl B. Schuck. Both 
had a wonderful Mr. Schuck 


his desk. 


cisco accom- 


panied by his wife claimed 


to have time and is now 

back at 
* * * * 

Under the patio arches at the old Plaza church every 

hungry folks because Lucien N. 

Brunswick of the Co., An- 


philanthropist, believes that 


noon are being fed 


Brunswick Los 


Drug 


geles business man and 
the best 
eat. 


Mr. Brunswick 


preventative against discontent is enough to 


that 
were overburdened with demands, so he shouldered the 


found charitable organizations 
The Ambassador, the Biltmore 
and the California Club agreed to contribute part of 
the Brunswick foots the bills and he plans to 
continue 


responsibility himself. 


food. 


for a year. 


New Orleans Notes 
EVERAL new products are to be announced shortly 
by Howell, Inc., manufacturers of perfumes and 
The Howell 
items a feature of its Fall selling campaign. 


drugs. company expects to make these 


* ok ok x 
of the Katz & Besthoff, 
established in the 


Ltd. chain of 
stores is to be Cotton Ex- 
Building, at the Carondelet and 
The new establishment will be similar 


A new unit 
drug’ 
change 


Gravier streets. 


corner of 


in plan and operation to the eight other large stores 
operated by the organization, according to S. J. Best- 
hoff, Jr. 
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George Slocum, manager of the Alexandria, La., 
branch of the Royal Perfume Company, was in New 
Orleans recently to confer with J. Broussard, president 
of the company. 

*K * 2K * 

Fred A. Earhart, utilities commissioner of the city 
of New Orleans, and the operator of two large local 
pharmacies, celebrated his 56th birthday during July. 


* 


Dr. John Felicien Simon has been appointed dean of 
the newly reorganized college of pharmacy of Tulane 
University. 

With news of Dr. Simon’s appointment came the an- 
nouncement that the new three-year 
college will include 2,821 hours of lecture and 


course of the 
labora- 
tory instruction, approximately 600 more hours than 
is required by the American Association of Colleges 
of Pharmacy. It is that the Tulane 
is the most lengthy to be required by any college in 
the United States. The college is the fourth oldest 
college of pharmacy in the United States, having been 
established in 1838. It will open September 1 for its 
93rd 

Dr. Simon is a product of Tulane and New Orleans. 
While attending the university he served an appren- 
Cusach’s, in New Orleans, which was at 
that time considered the most important pharmacy in 
the South. Upon connected 
with the pharmacy of A. K. Finley, as manufacturing 
chemist. 


believed course 


year. 


ticeship at 


graduation he became 


2 2 


convention of 
held in Winnepeg from August 
tended by J. Lerose, president of the Pharmaceutical 
Association of the Province of Quebec, and P. Leduc 
of the There 
200 delegates at the meetings which took place last 
Halifax. 


A Dominion wide pharmaceutists 


1 to August 6 was at- 


Quebec association. were upwards of 
year in 
* 
months the 
Pharmaceutical 
not been held as regularly as in the Winter. 


During the summer 


Province of Quebec 


meetings of the 
have 
The next 
early September when plans 
will be laid for activities in the Autumn and Winter. 


Association 


meeting is slated for 


New Raw Materials 
HIS department 


raw materials placed upon the market by our ad- 


lists and briefly describes new 


vertisers. The statements made regarding these prod- 
ucts are those of the seller and are not to be regarded 
as endorsements. Advertisers are invited to send small 
samples and descriptive matter of products for use in 


this section. 


Fritzsche Brothers, Inc., New York; Pineapple Flavor 
for Hard Candies.—The effect of the genuine fresh 
fruit, offering the maximum resistance to the deteri- 
orating effects of heat and age. 


A com- 
pound for immediate use in the manufacture of per- 
fume extracts and toilet goods. 


Compagnie Duval, New York; Gardenia, M. 
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In Memoriam for Departed Friends 

BEISER, EDWARD T., president of Edward T. Beiser 
Co., Riverside, Conn., August, 1926. 

BISCHOFF, MICHAEL, pioneer soap 
Zanesville, Ohio, August, 1919. 

3RAWNER, HARRY O., of Swindell Brothers, Balti- 
more, August, 1930. 


manufacturer, 


BURNETT, HARRY, treasurer of Joseph Burnett Co., 
Boston, August, 1927. 

CONOVER, CHARLES W., chemist, The Andrew Jergens 
Co., Cincinnati, August, 1928. 

DAVIES, EVAN, of Ruth D. Maurer Corp., New York, 
in Chicago, August, 1930. 

EAVENSON, FRANCIS V., of J. Eavenson & Sons, Inc., 
Camden, N. J., August, 1927. 

FRITZSCHE, HERMAN T., of Fritzsche Brothers, Inc., 
New York, August, 1906. 

HoTcHKISs, CALVIN, president of H. G. Hotchkiss 
Essential Oil Co., Lyons, N. Y., August, 1925. 

ISERMANN, Mrs. FANNIE, mother of Samuel and Max 
Isermann, New York, August, 1920. 

JOHNSON, CALEB E., president, Palmolive Co., Mil- 
waukee and Chicago, at Easthampton, L. I.. August, 
1924. 

LYONS, LUCIEN E., vice-president, I. L. 
New Orleans, August, 1929. 


Lyons & Co., 


OLDS, EDWARD ALLEN, president of Packer Manu- 
facturing Co., New York City, August, 1926. 

O’SHAUGHNESSY, PETER, the Rossville Co., Laurence- 
ville, Ind., August, 1926. 

PEET, JESSE, soap manufacturer, one of the founders 
of Peet Bros., Kansas City, Mo., August, 1917. 

Ross, FRANK A., long treasurer Flavoring Extract 
Manufacturer’s Association, Melrose, Mass. August, 
1922 

SCHLIENGER, HUBERT, Bertrand Fréres, Grasse, 
France, August, 1910. 

SCHRANCK, HENRY C., president, H. C. Schranck Co., 
Milwaukee, August, 1927. 

Scort, WILLIAM, president of the Kiefer-Stewart 
Drug Co., Indianapolis, Ind., August, 1922. 

TUNISON, BURNELL R., vice-president, American 
Solvents & Chemical Corp., New York, August, 1929. 

UNGERER, WILLIAM PHILIP, founder of Ungerer & 
Co, New York, August, 1907. 


Joseph H. Bowne 

Joseph H. Bowne, who for the last fifty-six years has 
been identified with the essential oil and drug trades in 
New York City, died July 30 at his home in South 
Orange, N. J. He was 75 years of age. Mr. Bowne 
started in business at the age of nineteen as a broker 
in crude drugs and essential oils and continued active 
in these lines until about six months ago when he re- 
tired from active business. For years he was well 
known in the essential oil trade, particularly for his 
operations in peppermint and lemon oils and a few 
other specialties which he handled in large volume. He 
leaves one daughter, Mrs. Robert Strange. 
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Eugene A. Graham 

Eugene A. Graham, for more than forty years con- 
nected with the American Soap and Washoline Co., 
Cohoes, N. Y., died July 20 at his home after a brief 
illness. Mr. Graham was born in Cohoes and had been 
a lifelong resident there. He was active in fraternal 
circles, being a member of the Cohoes Council, 192, 
Knights of Columbus, Cohoes assembly, Fourth Degree, 
Knights of Columbus, Cohoes lodge of Elks and the 
modern Woodmen of America. 

He is survived by his widow, two sons, Hugh A. and 
Thomas E. Graham, and three brothers, H. P., J. E., 
and W. Graham, all of Cohoes; and four sisters, Mrs. 
E. Timpane, Troy; Mrs. M. R. Burke, Cohoes; Miss 
C. Graham, Los Angeles, and Sister M. Ignatia, Water- 
bury, Conn. 

* * * * 


Paul E. Zinkeisen 
Paul E. Zinkeisen, retired importer and dealer in 
essential oils and other raw materials for the soap and 
toilet preparations industries, died at his home in New 
York, August 16. Mr. Zinkeisen will be remembered 
especially by the older members of the trade whom he 
served with raw materials for many years prior to his 
retirement some years ago. He was formerly repre- 
sentative of several prominent European perfume ma- 
terial houses and was widely known as an expert on 
vegetable oils. He was in his 74th year. Funeral and 

interment were private. 


Book Review 


(Copies of Books Reviewed in this Column, and othe 
Works Useful to our Readers may be Obtained through 
the Book Department of THE AMERICAN PERFUMER & 
ESSENTIAL OIL REVIEW, 432 Fourth avenue, New York.) 


Russian Peppermint Oil 
The Study and Breeding of Peppermint, by N. A. Lvov 
and S. B. Yakovleva. Published in Russian with 
a summary in English by the Lubny Experiment 
Station of the Soviet Government. 80 Pages. 
Illustrated. 


Paper. Leningrad, 1930. 


In view of the interest aroused by the offerings in 
Europe of large quantities of Russian peppermint oil, 
this survey of the industry and its technical aspects 
Having more than dou- 
acreage during the last two 


is exceptionally interesting. 
bled the peppermint 
years and having installed modern distillation ap- 
paratus, the presence of several hundred tons of 
Russian oil on the market during the next few years 
need not occasion great surprise. In 1927, 100 tons 
were produced from about 3,000 hectares of land. 
The scientific and experimental work done at the 
Lubny station has been detailed in the extreme and 
seems likely to have a considerable further effect upon 
Russian production and offerings in the future. Care- 
ful work on the most suitable varieties of mint, soil 
and climatic conditions and best methods of extraction 
has been done and the results tabulated in this booklet. 
The results of this work on the peppermint market 
will bear watching. S. L. M. 
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Circulars, Price Lists, Ete. 

HAGERTY BROTHERS & Co., New York, are specially 
circularizing the trade on their new line of modernistic 
bottles. These, they state, possess a permanent finish 
and may be had either transparent or opaque, plain, 
or in any color or pastel tint. The new line comes in 
an assortment of sizes and may be had with molded 
A new nail enamel bottle with a molded 
closure is being featured. The line been 
featured in recent advertisements of the company and 
the nail bottle is illustrated in August 
advertisements. 


closure. 
also has 


new enamel 


* oK * a 
THE KARL KIEFER MACHINE Co., Cincinnati, Ohio, 
has issued a very interesting booklet descriptive of its 
recently introduced tube filler and 
The machine, which dispenses with the use of clips on 
collapsible tubes, is illustrated in the booklet. The cir- 
cular calls attention to the many advantages of the 
machine, some of which are listed as follows: “No more 
clips... A 100% .. A new method of filling. . . 
Overcomes tube filling troubles. . . All sizes of tubes 
handled. . . Quick adjustment. Accurate fill. . . No 
tube, no fill. . . Capacity, 40 to 60 tubes per minute. . . 
Automatic discharge. A compact equipment,” and 
many others. An interesting feature of the circular 
is a table of comparative filling costs using this ma- 
chine and a machine which employs clips. 
* * * & 


automatic closer. 


closure. 


The biographical sketch in the July-August catalogue 
of MAGNUS, MABEE & REYNARD, INC., New York City, 
is devoted to the sales manager of the company, Wil- 
liam Franklin Fischer. Mr. Fischer has been with the 
house since 1907, entering its employ as an office boy. 
In 1912 he joined the sales staff, becoming assistant 
sales manager in 1917 and assuming his present duties 
in 1923. His is the seventh biography published in the 
company’s catalogues during the anniversary year. 

x * * * 

LEEBEN CHEMICAL Co., New York City, has sent us 
two of its recent catalogues, one descriptive of aniline 
colors and saponine for the use of soap manufacturers 
and makers of toilet preparations and the other of 
certified food Both give comprehensive lists 
and prices of the products covered. 

oa 


colors. 


OL, PAINT & DruG REPORTER, New York City, has 
issued its nineteenth annual Green Book for Buyers 
and Sellers, a book of 828 pages which lists a long array 
of chemicals, drugs, oils, machinery and supplies for 
the chemical and allied industries and together with the 
names of houses able to supply each item. The book 
has been revised and somewhat enlarged over the edi- 
tion of last year and will, as usual, find a useful place 
in the chemist’s and business man’s reference library. 

ee 

STANDARD INSULATION Co., East Rutherford, N. J., 
makers of sales and cap liners for toilet preparations, 
pharmaceuticals, food products and other industrial 
uses, has advised us in a circular that it has perfected 
a new brown colored varnish, darker than the usual 
yellow paper. This new grade, the company states, is 
especially resistant to alcohol and acid solutions and is 
somewhat cheaper than the black grade. 
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New Equipment and Installations 
Under this 
equipment and the installation of machinery by our 
The 
supplied, by them and are not to be con- 


heading appear descriptions of new 


advertisers. claims made and the descriptive 
matter are 


sidered as an endorsement. 


r HE Alsop Engineering Corp., New York, announces 

the addition to their line of liquid handling equip- 
ment, a new type of filter. The manufacturer claims 
that this filter will produce, on a commercial scale, re- 
sults that hitherto have been considered impossible of 
attainment. Its literature says: 

“Not only does this type of filter produce a crystal 
clear brilliant product it produces these results on the 
very first drop that comes through the filter, thus elimi- 
nating the tedious and time wasting recirculation of 





the liquid that has previously always been necessary. 

“The human element which has been such a neces- 
sary factor in obtaining real filtration results in the 
past, does not enter into the operation of this new type 
of filter at all. The operator, experienced or other- 
wise, has absolutely nothing to do with and cannot 
effect the ultra-fine filtration which the machine pro- 
duces from the very start. 

“It has not been necessary to sacrifice filtering speed 
to obtain these results and it is claimed that a more 
brilliant product will be obtained in less time on most 
products than with any other type filter of a compar- 
able size. 

“A very complete range of sizes will be available 
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from a small bench model for laboratory experimental 
work or very small production, up to a unit that will 
take care of very large production work where time is 
an essential factor. 

“The Alsop Engineering Corp. has manufactured and 
sold over forty thousand filters of various types and all 
of the experience gained doing so has been used to the 
greatest of advantage in designing and building this new 
modern filter which they consider quite revolutionary. 

“After a test has been run on a sample of any liquid 
in the manufacturer’s own laboratory it is possible to 
guarantee definite and specific results both as to quan- 
tity and the time required to handle it. The adapta- 
bility of this filter to any filtering problem can there- 
fore be determined in advance and the Alsop Engineer- 
ing Corp. state that they are perfectly willing to make 
test runs on any samples submitted to them 

“These filters are fool-proof in operation, exception- 
ally easy to clean and the changing over of the filter 
medium can be done by the most inexperienced help. 

“The filter medium consists of asbestos disks about 
44” thick which are absolutely neutral in their effect 


on most liquids. In passing through the disks the liquid 
acquires the exceptional brilliancy referred to above. 
Every part of suspended matter is held back, so much 
so, that such liquids as cider, vinegar, etc., can be germ 
proved. 

“Knowing that any one standard filter medium will 
not handle all liquids or give the exact filtration re- 
sults required the manufacturers have developed a 
number of different grades of disks so that practically 
any requirements can be met perfectly. 

“To take care of unusual or active chemical reactions 
with the filters they will be available in most of the 
commercial metals such as the aluminum, bronze tinned 
or nickel plated, Monel metal, etc. 

“After more than a year of exhaustive research and 
tests far more severe than would be met in manufac- 
turing, these filters are now in production and the 
Alsop Engineering Corp. welcome the opportunity of 
again being of service to their many friends in the 
trade.” 
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New Incorporations 


NoTtE—Addresses are given, so far as they are avail- 
able, of the incorporators. Otherwise, letters or other 
first class mail may be sent in care of attorneys or 
trust companies, endorsed with requests to “PLEASE 
FORWARD.” 


Noveck Chemists, Borough of Queens, N. Y., cos- 
metics, $13,000. M. Noveck, 299 Broadway, Manhat- 
tan, N. Y. 

National Products Corp., Dover, Del., pharmaceuti- 
cals, cosmetics, chemical products, $1,000,000. Capital 
Trust Co. of Delaware. 

Recamier Mfg. Co., Inc., 6 W. 18th street, New York, 
N. Y., toilet preparations. 100 shares common stock, 
no par value. <A. Hirschbein, president and treas- 
urer; Isaac Reiss, secretary. 

Peggy Worth, Inc., New York City, N. Y., a Dela- 
ware corporation, creams, lotions, powders, soaps, 
$100,000; 3,000 shares common stock. United States 
Corporation Co. 

Shavol Corp., Borough of the Bronx, N. Y., cos- 
metics, $5,000. J. A. Steinmets, 1005 East 180th street, 
New York, N. Y. 

John R. Rutzler, Jr., Arlington, N. J., soap making. 

General Vanilla Corp., Rochester, N. Y., manufac- 
ture flavoring extracts, 700 shares preferred stock of 
$100 par value and 300 shares common stock no par 
value. Joseph Goldstein, Richard S. Weil, Manuel D. 
Goldman, all of Rochester, are directors and subscrib- 
ers. Goldstein & Goldman, Union Trust Building, 
Rochester, are attorneys for the corporation. 

Cadum, Inc., Wilmington, Del., soaps, cleaning com- 
pounds, $10,000. Corp. Trust Co. 

Donnal Corp., Borough of Bronx, N. Y., cosmetics, 
200 shares common stock. S. Masch, 60 East 42nd 
street, New York City. 

Tydee Co., Middleboro, Mass., sanitary and toilet 
products, 100 shares common stock with no par value. 
President and treasurer, Frederick Lobl, Middleboro; 
Herman Loewenberg, and Charles M. Lerer. 

Service Products, Borough of Manhattan, N. Y., 
cosmetics, $1,000. I. Hagler, 125 Rivington street, New 
York, N. Y. 

Florence Cole, Borough of Manhattan, N. Y., cos- 
metics, $20,000. H. H. Benjamin, 350 Fifth avenue, 
New York, N. Y. 

Speed Factors, Borough of Brooklyn, N. Y., cos- 
metics, 200 shares common stock. P. Kirschner, 16 
Court street, Brooklyn, N. Y. 

Individual Cosmetics Corp., Borough of Manhattan, 
N. Y., 500 shares common stock. Armstrong, Keith & 
Kern, 67 Wall street, New York, N. Y. 

Hygeia Products, Borough of Manhattan, N. Y., toilet 
articles, $50,000. G. H. Burtis, 189 Montague street, 
Brooklyn, N. Y. 

Oralee Freres, Borough of Manhattan, N. Y., per- 
fumes, $10,000. E. Weiss, 19 West 44th street, New 
York, N. ¥. 

Veolay Perfumery Corp., Wilmington, Del., perfum- 
eries, powders, toilet waters, 1,000 shares common 
stock. Corporation Trust Co. 

Toiletries, Borough of Manhattan, N. Y., cosmetics, 
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200 shares common stock. 
way, New York, N. Y. 

General Flavoring Products Co., Pittsburgh, Pa., 
Delaware corporation, flavoring products, drugs, chem- 
icals, $100,000. Colonial Charter Co. 


A. A. Beaudry, 220 Broad- 


Business Troubles 

Julius Ginsberg, 1795 Longfellow avenue, New York, 
N. Y., pharmacist. Liabilities, $88,401; assets, none. 
Principal creditors listed are Dr. Herman Mendlowitz 
and/or Henry C. Zucker, $13,401, partly secured; Dr. 
Mendlowitz and/or Michael Slovick, $3,419, partly se- 
cured; Nauheim Pharmacy, Inc., $19,054; George and 
Bertha Gingerich, $27,085. 

Morris Kalish, formerly at 2556 Broadway, New 
York, N. Y., pharmacist. Liabilities, $208,392, mainly 
contingent, assets, none except insurance. Principal 
creditors listed are Laurel Apartments, Inc., $157,500; 
Kalish Pharmacy, Inc., $22,000, partly secured; Rose 
Leshan, $7,000, secured. 

Born Drug Stores, Chicago, IIl. 
Creditors include Lambert Pharmacal Co. 

Bayless Drug Co., Inc., Lockport, N. Y., involuntary 
petition. Principal petitioning creditors: McKesson, 
$2,343.63; Baer Co., $63.30; 
and Johnson & ohnson, $57.70 

The La France Laboratories, Inc., 3 Waverly Place, 


Involuntary. 


Gibson, Snow Co., Inc., 





perfumers, has assigned to Philip F. Wicksel. 
Delettrez, Inc., 580 Fifth avenue, New York, N. Y., 


cosmetics. Liabilities, $100,243; assets, none men- 
tioned. The Vadsco Sales Corp. is listed as a creditor 


for $100,013. 

Joseph G. Torre, 1634 Sheepshead Court, Brooklyn, 
N. Y., pharmacist. No schedules attached. Liabilities 
are about $20,000 and no assets. 

Joseph Stuhlberg, Buffalo, N. Y., druggist. 
ties, $180,260.92; assets, $33,950; and secured claims, 
$138,300. 

Nathan Moskowitz, 1903 Ocean avenue, Brooklyn, 
N. Y., druggist. Liabilities, $10,190.12; assets, none. 

Ernest C. Schmidt, 70 Hill street, New Rochelle, 
N. Y., druggist. Liabilities, $21,032; assets, $9,073, 
main item being stock and fixtures, $8,500. 

Max Carnot, 821 Lexington avenue, New York, N. Y., 
druggist, has assigned to T. P. Edwards and William 
Walker Orr, 470 Seventh avenue, New York, N. Y. 

Harry E. Carizzi, 1533 East Nineteenth street, 
Brooklyn, N. Y., druggist. Liabilities, $9,566.92; as- 
sets, none. 

Morris Grayser and Aaron Indenbaum, trading as 
Fulton Pharmacy, 1449 Fulton street, Brooklyn, N. Y. 
Liabilities, $25,472.60; assets, none. 

John M. Delaney, 3823 Bedford avenue, Brooklyn, 
N. Y., drug store business. Liabilities, $5,623.55; as- 
sets, $2,120.30. 


Liabili- 


British India Largest Market for American Toilet 
Soap 

American exporters of toilet soap have been steadily 
expanding their sales in British India, whose purchases 
exceed those of any other country. Exports of toilet 
soap from the United States to British India amounted 
to 889,000 pounds, valued at $376,000 in 1929, as com- 
pared with 810,000 pounds, worth $273,000 in 1928, 
and 821,000 pounds, valued at $275,000 in 1927. 
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United States Market for German Essential Oils 

United States purchases of natural essential oils 
from Germany materially during recent 
years registering a total value of $286,872 in 1929 as 
compared with $182,139 in 1928 and $122,218 in 1927. 
Details of domestic imports of essential oils from Ger- 
many are given in the following table: 


increased 





1927 1929 

Cassia and cinnamon oils oo BBR eae $71,454 
Lavender and spike lavender. . LS,84 
Sandalwood 19,848 
Bergamot 6,124 
Lemon 1,374 
Orange 62: 1.574 
Other free ei 10,205 17.027 
Other dutiable 87,909 120,277 
122,218 182,139 286,872 


An analysis of essential oil imports from Germany 
listed as “Other essential oils, free of duty” reveals 
that in 1929 that class was mainly composed as fol- 
lows: camphor oil, $30,348; cananga or ylang ylang 
oil, $4,858; origanum, $4,288; bitter almond oil, $3,205; 
caraway oil, $1,576; orange flowers or neroli, $1,383; 
bois de rose, $994; and other oils, $375; total, $47,027. 
The miscellaneous dutiable essential oil imports from 
Germany included during 1929: pine needle oil, $9,458: 
juniper oil, $5,242; clove oil, $4,206; orris oil, $3,400: 
eucalyptus oil, $2,982. 


Lord Leverhulme’s Latest Benefaction. 

It has just been announced in the English press that 
a new school of architecture is to be built by the Uni- 
versity of Liverpool, and in connection therein it is 
understood that Lord Leverhulme has expressed his in- 
tention to complete a scheme which was initiated by 
his father, the founder of Lever Bros., Ltd. It has 
been arranged that £20,000 will be provided from the 
late Lord Leverhulme’s estate, and to this amount a 
sum of £5,000 will be added by his son. 

The new building will be known as the Leverhulme 
Building, and by its inauguration will be completed a 
scheme initiated in 1914 by the former head of Lever 
Bros., when he expressed his intention to provide 
£24,000 to build the new school of architecture, for 
which a site was accordingly purchased, but the War 
then held up the scheme. 


Silver Evebrows for London and Paris 


A startling innovation in the world of feminine ele- 
gance which recently made its appearance in Paris is 
now making a debut in London. At balls and in the 
Opera and theater in the evening, Parisiennes, it ap- 
pears, are now adorned with silver eyebrows. Ex- 
periments tried out on the stuffed dolls so popular in 
modern French homes has led to the introduction of 
the mode for living people. 

It is predicted that the silver eyebrow vogue will be 
followed by golden eyelashes. Certainly the influence 
of the Paris Colonial Exposition has made itself widely 
felt in the Rue de la Paix. Eyebrows and eyelashes 
of different colors—red, green, and purple—are all 
mentioned as a proposal in the experimental stage. It 
is suggested, too, that this eyebrow color should have 
fashionable perfumes incorporated in it. 
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Canadian News and Notes 


Montreal 


NE of the biggest trading events of the year in 
( ) Montreal is Buyers’ Week sponsored by Montreal 
Board of Trade. This last week has been held from 
August 10 to August 15. 

Among the 125 subscribers to the week have been 
Les Etablissements M. A. Wollacker du Canada In- 
corporé, makers and distributors of pharmaceutical 
products and drug store sundries, representatives in 
Canada for the Godet Perfumery, Paris; Maison 
Chatelain, makers of the “Urodonal,”’ “Amido Gen- 
atropine” products etc.; and Granger Fréres, Ltd. of 
Montreal, wholesale importers of druggists’ sundries, 
and perfumes. 

Several hundred buyers registered on the opening 
day and the registration list shows that all parts of 
Canada and some points in the United States were 
represented. 

Buyers were entitled to a refund on their railway 
fares according to the extent of their purchases. 
Buyers who registered in February when the last week 
was staged numbered 1,079 and the purchases of those 
who claimed for refunds amounted to more than $926,- 
000, or more than $100,000 more than the purchases 
made at the week held in August, 1930. 

The week opened with a get-together banquet in the 
Mount Royal Hotel and one of the main features of 
the program was a demonstration of store management 
given by a merchandising expert, A. J. Luther, on 
modern store management. 

Mr. Luther illustrated his points with the aid of a 
miniature model store in which the fixtures were 
made to correspond with the exact dimensions of any 
retailer’s store. There were also large wall charts 
showing the correct and incorrect method of arrang- 
ing the fixtures of any kind of store. 

ok ok * * 

While there are a large number of tourists in Mon- 
treal, owing to the exigencies of the financial situation 
they are not making as big purchases as in other 
years and perfumers along with other business men 
are finding things very quiet. 

Inquiry at the offices of the Pharmaceutical Associa- 
tion of the Province of Quebec shows that most of the 
members are finding business unusually quiet for the 
time of the year and that the expected fillip which 
the tourists were expected to supply is still not in 
evidence. 

* * * & 

McKesson and Robbins, Inc., of Bridgeport, Conn., 
manufacturer of drug supplies, is extending its 
Canadian selling organization and handsome new of- 
fices are being prepared for the company in the Royal 
Bank of Canada building, Montreal, one of the newest 
and highest in the city. 

ok * *K cd 

The Dodge Chemical Co. of Boston, Mass., has 
opened a Canadian branch factory at Bishop’s Cross- 
ing, Que. 
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Toronto 


HE United Drug Co.’s officers have completed 

their second complete tour of Canada, during which 
the orators covered 28,000 miles and addressed 55 
meetings. The party was composed of J. W. Mc- 
Coubrey, general manager and president; Prof. G. A. 
Evans, chief chemist; and John R. Kennedy, manager 
of perfume department. 

* ok 4 * 

At a meeting held a month ago at Minnedosa, Man., 
of the Manitoba Northwestern Druggists a resolution 
was passed that this organization “go on record as 
being in favor of supporting only such firms as will 
protect their goods at a minimum price which will show 
a profit of not less than 33 1/3 P.C. 
on a reasonable minimum direct shipment. 


on sales price 
Further, 
that a ‘white list’ of such firms” be prepared and sent 
to each member. 

* Ke * 

If the Ontario College of Pharmacy had the fore- 
sight 25 or 50 years ago to affiliate with the University 
of Toronto, druggists in Ontario would not now be 
compelled to go into lines that made the drug store 
look like a groceteria, was the comment of Brantford 
druggists following the address of President T. T. 
Beattie, of the O.R.D.A., on the decline of the drug 
store at the recent convention of the Ontario body. 

ok * * a 

H. W. Chambers, Didsbury, was elected president of 
the Alberta Pharmaceutical Association, which held 
its annual meeting at the Palliser Hotel, Calgary, last 
month, succeeding S. J. Jackson, Lethbridge, who was 
appointed representative of Alberta at the Canadian 
Pharmaceutical Convention at Winnipeg in August. 

* * * & 

Quebec druggists recently held their annual golf 
tournament at Laval sur le Lac. Lyman P. Howe, 
treasurer of Northrup & Lyman Co., Toronto, acted 
as chairman at the presentation of prizes which were 
won by J. W. Bryson, Montreal (Rougier Fréres Cup), 
and E. Ethier, Montreal (Nalco Cup). 

* * * * 

The Northrup & Lyman Co. recently put on a 
window-dressing contest of “Nalco” goods open to all 
dealers throughout Canada. W. J. Graham, Ottawa, 
was declared winner; with W. R. Low, also of Ottawa, 
second prize. 

* * * * 

At the annual meeting of the Pharmaceutical As- 
sociation of Quebec, A. F. Larose, Montreal, was 
elected president; J. W. Elcome, vice-president; J. E. 
Martin, second vice-president; Rod. Dagenais, treas- 
urer. 

* Bd * a” 

More than 500 attended the first annual picnic of 
the Master Barbers Association of Toronto held at 
Exhibition Park, Toronto, at the beginning of the 
month. 
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The Ontario Retail Druggists Association held a suc- 


cessful convention at Ottawa during July. E. Bruce 
Meally, Hamilton, was elected president; H. W. Shoe- 
maker, Kitchener, vice-president; and W. O. Austin, 


Windsor, second vice-president. F. A. Jacobs, Toronto, 


was returned secretary. 
28.2 
The Canadian Pharmaceutical Association held its 


annual convention at Winnipeg, Man., on August 3, 4, 
5 and 6. 
* * * 


The Saskatchewan Pharmaceutical Association held 
its annual convention at Swift Current, Sask., on July 
8 and 9. C., 


dent. 


R. Waun of Saskatoon was elected presi- 


A. W. Olive, Bridgewater, was elected president of 
the Nova Scotia Association, which met in annual con- 
vention at Bridgewater last month. 
members in attendance. 


There were 35 


Canadian Patents and Trade Marks 


HE increasing international trade relations be- 

_tween the United States and Canada emphasize 
the importance of proper patent and trade mark pro- 
tection in both of these countries in order that the 
expansion of business may not be curtailed by legal 
difficulties. 

For the information of our readers, we are main- 
taining a department devoted to patents and trade 
marks in Canada relating to the industries repre- 
sented by our publication. 

This report is compiled from the official records in 
the Canadian Patent Office. 

All inquiries relating to patents, trade marks, de- 
signs, registrations, copyrights, etc., should be ad- 
dressed to 


PATENT AND TRADE MARK DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Ave., New York. 


TRADE MARK REGISTRATIONS 
“Aseptinol.” Toilet 
Trois-Rivieres, Quebec. 
Representation of a spider and web enclosed within a 
circular border. Extracts. Webb’s Beverages (Canada) 
Limited, Toronto, Ontario. 


Preparations. J. Oscar Houle, 


“Andre Chenier.” Toilet Preparations. Viviny 
Perfumers, Inc., West Haven, Connecticut. 
“Essence Rare,” and “Houbigant.” Perfumes. Par- 


fumerie Houbigant, societe anonyme, 19, rue du Fau- 
bourg Saint-Honore, Paris, France. 

“Bois Dormant,” and “Houbigant.” Perfumes. Par- 
fumerie Houbigant, societe anonyme, 19, rue du Fau- 
bourg Saint-Honore, Paris, France. 

“Fleur Bienaimee,” and “Houbigant.” 
Parfumerie Houbigant, societe anonyme, 
Faubourg Saint-Honore, Paris, France. 

“Purina.” Dog Soap. Ralston Purina Company, a 
Corporation, of St. Louis, Missouri. 

“Phillips’ Dental Magnesia.” Dentifrice. The Chas. 
H. Phillips Chemical Co., a Corporation of Glenbrook, 
Connecticut. 

“Sas.” Extracts. Clicquot Club Company, a Cor- 
poration of Rhode Island, and located and having its 
principal place of business at Mills, Mass. 

“Black Pearl.” Herbal Toothpowder. Arthur Paet- 
zold Calgary, Alberta. 

“Gold Dust,” “Fairbank’s,” and “Let the Twins Do 
Your Work.” Substances for Washing, Cleaning, 
Scouring and Polishing, Soap Powder, Washing Powder 


Perfumes. 
19, rue du 
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The Northrup & Lyman Co., Toronto, have offered 
trophies to Ontario and Quebec druggist golfers to 
find out the best 
provinces. 


who is drug golfer in these two 


aS * ok oe 
George Davis, vice-president of F. W. Fitch, Ltd., 
Toronto, made his first appearance the 
drug trade at the recent Ottawa convention. 


before retail 
* * * 

The final and primary examinations for pharmacy 
licenses in Quebec will be held at Laval University, 
Montreal, on September 21. 

K * * * 

Tom and “Mac” McGillivray, of 
Brothers, Toronto, have 
of Europe. 


McGillivray 


returned home from a tour 


xk * * * 
W. E. Purcell, representing the Bristol-Myers Co. 
of Montreal, married recently to Miss Myrtle 
Agnes Condie of Smiths Falls, Ont. 


was 


and Detergents. 
treal, Quebec. 

“Mulsenol.” 
Chemical 
Ontario. 

“Muriel Astor.” Perfumes, Toiletrie, Medicinal Pre- 
parations. Frederick Stearns and Company, Limited, 
Windsor, Ontario. 

“Gleamo.” Toilet and Cleansing Liquids. The Starr 
Phonograph Co., of Quebec, Inc., Montreal, Quebec. 

“Shell Brand.” Medicinal Oils and Preparations; 
Toilet Oils and Toilet Preparations. The Shell Com- 
pany of Canada, Limited, Toronto, Ontario. 

“Ortosan 5-In-One.” Skin Cream, Massage Cream, 
Skin Tonic, Freckle Cream, Reducing Cream, Astring- 
ents, etc. Olga Aouise Arlen, City and State of New 
York, U. S. A. and Toronto, Ontario. 

“Surdorol.” Toilet Preparations. J. 
Cite de Trois-Rivieres, Quebec. 

“Cashmere Bouquet.” Perfume, Tale Powder, Face 
Powder, Toilet Soap and Brilliantine. Colgate-Palm- 
olive-Peet Company, Limited, Toronto, Ontario. 

“Palmolive Beads.” Soap. Colgate-Palmolive-Peet 
Company, Limited, Toronto, Ontario. 

“Kollopin.” Bath Perfumery and Bath Soap. A/S. 
Apothekernes Laboratorium for Special-Praeparater, of 
Skoyen near Oslo, Norway. 

“Sivam.” Toilet Preparations. V. 
City and State of New York. 


Gold Dust Corporation, Limited, Mon- 


Cleansers and Detergents. 
Company of Canada, Limited, 


Dye and 
Kingston, 


Oscar Houle, 


Vivaudou, Inc., 


PATENTS 


313,432.—Closure Cap. The Anchor Cap & Closure 


Corporation, Long Island City, assignee of Edgar 
Scofield, New York City, both in New York. 
313,211.—Lip Stick and Eye-Brow Pencil. Jacques 
Schall, Paris, France. 
TRADE MARK REGISTRATIONS RENEWED 
“Yankee.” Soap. The J. B. Williams Company 


(Canada) Limited, Montreal, Quebec. 

“Sweet Lips.” Perfumery, Toilet Articles and Soaps. 
Thomas Kerfoot & Co., Limited, Ashton-under-Lyne, 
Lancashire, England. 


INDUSTRIAL DESIGNS 


9215.—Holder or appliance for cosmetics or the like. 
Robert T. Christy, City and State of New York. 

9220.—Closure Cap or similar article. Boonton 
Molding Company, Boonton, N. J. 

9227.—\Closure Cap or similar article. Anchor Cap 
& Closure Corporation, Long Island City, New York. 
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YHIS department is conducted under the general 
| supervision of Howard S. Neiman, contributing 
editor on patents and trade marks. This report 
of patents, trade marks, designs is compiled from the 
efficial records of the Patent Office in Washington, 
D. C. We include everything relating to the four co- 
ordinate branches of the essential oil industry, viz.: 
Perfumes, Soaps, Flavoring Extracts and Toilet 
Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter “M” have been granted regis- 
trations under the Act of March 19, 1920. The re- 
mainder are those applied for under Act of February 
20, 1905, and which have been passed to publication. 

Inventions patented are designated by the letter 
“>” 

International trade marks granted registration are 
designated by letter “G.” 

All inquiries relating to patents, trade marks, de- 
signs, registrations, copyrights, ete., should be ad- 
dressed to 

PATENT AND TRADE MARK DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Avenue 
New York City 

Note—Dates given in Trade Mark Registrations are 

those from which use of the mark is claimed. 


Patents Granted 


Consideration of space publishing 
numerous claims and specifications connected with 
these Patents. Those interested can secure copies of 
patents by ordering them by number at 10c. each from 
Commissioner of Patents, Washington, D. C. 


prevents our 


1,805,623. Rotary Cap Having Sealing Material 
Flowed Thereinto. Charles Hammer, Hollis Court 
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Boulevard, N. Y., assignor, by mesne assignments, to 
Anchor Cap & Closure Corporation, Long Island City, 
N. Y., a Corporation of New York. Filed Dec. 21, 
1928. Serial No. 327,602. 15 Claims. (Cl. 215—38.) 

1,813,949. Hermetic Seal. Abraham Podel, New 
York, N. Y., assignor to Anchor Cap & Closure Cor- 
poration, Long Island City, N. Y., a Corporation of 
New York. Filed July 21, 1927. Serial No. 207,453. 
9 Claims. (Cl. 215—40.) 

1,814,080. Container for Cosmetics. Leon A. Danco, 
Rockville Center, N. Y., assignor to McKesson & Rob- 
bins, Inc., Bridgeport, Conn. Filed July 3, 1928. Se- 
rial No. 290,213. 7 Claims. (Cl. 215—12.) 

1,814,373. Powder Pad and Casing. Charles P. 
Evans, New York, N. Y. Filed Aug. 15, 1930. Serial 
No. 475,476. 4 Claims. (Cl. 182—78.5.) 

1,814,460. Valve Closure. Maurice C. Tetley, Syra- 
cuse, N. Y. Filed Aug. 4, 1930. Serial No. 472,966. 
2 Claims. (Cl. 221—60.) 

1,814,737.—Vanity Case. Winfred T. Parkin, Provi- 
dence, R. I., assignor to Theodore W. Foster & Bro. 
Co., Providence, R. I. Filed Dec. 4, 1930. Serial No. 
199,905. 2 Claims. (Cl. 132—83.) 

1,814,748. Toilet Accessory. William Friedman, 
New York, N. Y., assignor to Lupe, Inc., New York, 
N. Y., a Corporation of New York. Original applica- 
tion filed May 5, 1928, Serial No. 275,310. Divided and 
this application filed Aug. 2, 1929. Serial No. 388,055. 
10 Claims. (Cl. 132—82.) 

1,814,853. Method of Purifying Methyl Salicylate. 
Mark E. Putnam, Midland, Mich., assignor to The Dow 
Chemical Company, Midland, Mich., a Corporation of 
Michigan. Filed Jan. 13, 1930. Serial No. 420,640. 5 
Claims. (Cl. 260—104.) 

1,815,319. Sealing Device for Soft Metal Tubes. 
Stanley O. Lawrence, Chicago, Ill. Filed Apr. 18, 1928. 
Serial No. 270,818. 1 Claim. (Cl. 221—60.) 
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1,815,320. Powder Puff. Benjamin A. Levitt, New- 
ark, N. J. Filed Feb. 1, 1930. Serial No. 425,289. 4 
Claims. (Cl. 132—78.5.) 

1,815,365. Method of Affixing Labels. James E. 
Snyder, Kenmore, N. Y., assignor to Du Pont Cello- 
phane Company, Inc., New York, N. Y., a Corporation 
of Delaware. Filed Aug. 7, 1930. Serial No. 473,755. 
22 Claims. (Cl. 216—62.) 

1,815,463. Vanity Box. 
tain Lakes, N. J., 


Laurence P. Dickey, Moun- 
assignor to August Goertz & Co., Inc., 
a Corporation of New Jersey. Filed Jan. 2, 1930. 
Serial No. 417,988. 4 Claims. (Cl. 132—83.) 
1,815,763. Powder Puff and Method of Manufactur- 


ing the Same. Joseph J. Cosin, Newark, N. J. Filed 
July 23, 1928. Serial No. 294,736. 12 Claims. (Cl. 
132—785.) 

1,816,240.—Holder for Nonfluid Cosmetics. Carl 
Weeks, Des Moines, Iowa. Filed May 7, 1929. Serial 
No. 361,197. 1 Claim. (Cl. 132—82.) 


1,816,241. Powder Holder. 
Iowa. Filed May 7, 1929. 
Claims. (Cl. 132-—82.) 

1,816,297. Manufacture of Disinfectants. 
Raschig, Ludwigshafen-on-the-Rhine, 
signor to the firm Dr. F. Raschig, Ludwigshafen-on- 
the Rhine, Germany. Filed Feb. 17, 1927. Serial 
No. 169,139. 3 Claims. (Cl. 167—22. 

1,816,326. Process for the Production of Acetalde- 
hyde. Willy O. Herrmann and Hans Deutsch, Munich, 
Germany, assignors to Consortium fuer Elektro- 
chemische Industrie, Munich, Germany. Filed 
Oct. 9, 1926, Serial No. 140,673 and in Germany, Oct. 
26, 1925. 14 Claims. (Cl. 260—139.) 

1,816,499. Closure Cap. August C. Spahn, Evans- 
ville, Ind., assignor to Bernardin Bottle Cap Company, 
Evansville, Md., a Corporation of Indiana. Filed Feb. 
10, 1928. Serial No. 253,307. 3 Claims. (Cl. 215—38.) 

1,816,565. Powder Puff. Norma McDonald Bur- 
meister, Chicago, Ill. Filed Nov. 28, 1928. Serial No. 
322,316, 4 claims. (Cl. 132—785). 

1,817,128. Container. Leon A. Danco, Rockville 
Center, N. Y., assignor to McKesson & Robbins, In- 
corporated, Bridgeport, Conn., a Corporation of Con- 
necticut. Filed Nov. 9, 1928. Serial No. 318,120. 18 
Claims. (Cl, 215—1.) 

1,817,218. Closure. Charles M. Villanyi, Bayside, 
N. Y., assignor to L. Mundet & Son, Inc., New York, 
N. Y.; a Corporation of New York. Filed Feb. 4, 1928. 
Serial No. 251,782. 3 Claims. (Cl. 215—48.) 


Carl Weeks, Des Moines, 
Serial No. 361,196. 4 


Friedrich 
Germany, as- 


1,817,310. Vanity Box or Case. Wendell M. Hauch, 
New York, N. Y. Filed Sept. 30, 1930. Serial No. 


485,355. 10 Claims. 
1,817,664. Dentrifrice. 
side, N. Y. Filed Oct. 26, 
2 Claims. (Cl. 167—93.) 
1,817,732. Tube Container. Stephen Boruss, Buda- 
pest, Hungary. Filed May 3, 1929, Serial No. 360,159, 
and in Hungary May 4, 1928. 1 Claim. (Cl. 221—60.) 


(Cl. 206-37.) 
Bernard B. Badanes, Wood- 
1928. Serial No. 315,352. 


1,818,340. Powder Box. Henry Guido Lemoine, Per- 
riers-sur-Andelle, France. Filed Jan. 16, 1930, Serial 
No. 421,243, and in France Feb. 2, 1929. 2 Claims. 
(Cl. 132—82.) 


1,818,351. Vanity Case. Sophie Poranski, Elmhurst, 


N. Y. Filed Feb. 12, 1930. Serial No. 427,782. 4 
Claims. (Cl. 132—83.) 
1,818,409. Vanity Case. Harry Leberman, New 


York, N. Y., assignor to Groove Lock Co., Inc., New 
York, N. Y., a Corporation of New York. Filed July 


17, 1929. Serial No. 378,840. 6 Claims. (Cl. 292 
190.) 
1,818,454. Vanity Case. Charles Berger, Maple- 


wood, N. J., assignor to Groove Lock Co., Inec., New 
York, N. Y., a Corporation of New York. Filed Aug. 1, 
1929. Serial No. 382,689. 5 Claims. (Cl. 292—190.) 

1,818,699. Toilet Preparation. Henry G. Dusenbury, 
Essex Fells, and Samuel Isermann, Summit, N. J. 
Filed Sept. 14, 1928. Serial No. 306,093. 1 Claim. 
(Cl. 167—90.) 
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1,818,707. Container. James E. Grimes, Chicago, 
Ill., assignor, by mesne assignments, to National Can- 
tube Corporation, Inc., Chicago, Ill., a Corporation of 
Delaware. Filed May 16, 1929. Serial No. 363,625. 4 
Claims. (Cl. 221—60.) 

1,818,793. Vanity Case. Charles N. Coryell, Larch- 
mont, N. Y. Filed June 24, 1930. Serial No. 463,458. 
3 Claims. (Cl. 182—83.) 


1,818,863. Gauge for the Application of Lip Rouge. 
Joseph A. Petnel, Troy, N. Y. Filed Jan. 19, 1929, 
Serial No. 333,735. 3 Claims. (Cl. 132—1.) 

Designs Patented 
84,644. Bottle or Similar Article. John E, Mars- 


den, Philadelphia, Pa. Filed Apr. 20, 1931. 
39,569. Term of patent 7 years. 

84,682. Bottle. John H. Davis, Watertown, Mass., 
assignor to Renaud et Cie. of America, Boston, Mass., 
a Corporation of Massachusetts. Filed May 23, 1931. 
Serial No. 39,948. Term of patent 14 years. 

84,683. Bottle. John H. Davis, Watertown, Mass., 
assignor to Renaud et Cie. of America, Boston, Mass., 
a Corporation of Massachusetts. Filed May 23, 1931. 
Serial No. 39,949. Term of patent 14 years. 

84,690. Jar. Edwin W. Fuerst, Toledo, Ohio, as- 
signor to Owens-Illinois Glass Company, Toledo, Ohio, 
a Corporation of Ohio. Filed May 21, 1931. Serial 
No. 39,924. Term of patent 14 years. 


Serial No. 


Trade Mark Registrations Applied For 
(Act of Feb. 20, 1905) 


These registrations are subject to opposition within 
thirty days after their publication in the Official 
Gazette of the United States Patent Office. It is there- 
fore suggested that our Patent and Trade Mark De- 
partment be consulted relative to the possibility of an 
opposition proceeding. 


291,616, 291,617. 
N. Y. 
-Perfumes, 
and lipsticks. 


Heller-Deltah Co., Ine., New York, 
(Aug. 17, 1928 and Aug. 16, 1928 respectively.) 
toilet waters, face powders, face rouge, 


294,716.—En-Ve Incorporated, Detroit, Mich. (Nov. 
22, 1929.) —Cleansing cream and toilet powder. 
301,054.—The Newton Products Company, Cincin- 


nati, Ohio. (1914.)—Food Flavoring Extracts. 
301,114.—A. J. Krank Co., St. Paul, Minn. (Apr. 21, 
1930.)—Toilet preparations. 


303,280.—Gustave Glatzer, New York, N. Y. (Mar. 
1, 1930.)—-Mascara and Eye Shadow Cream. 

306,070.—The Procter & Gamble Co., Cincinnati, 
Ohio. (Feb. 21, 1878.)—Soap. 


307,431.—Flora Holmes Shoemaker, doing business as 
The Frostilla Company, Elmira, N. Y. (Sept. 9, 1930.) 

Non-Saponaceous Beard-Softening Preparations use- 
ful as an aid both during and after shaving. 

308,506.—E. C. Hall Co., doing business as Nation- 
Wide Service Grocers and Nation-Wide Stores Co., 
Brockton and Hyannis, Mass., and Augusta, Me. (Feb., 
1930.)—Food-flavoring extracts. 

308,720.—A. Breslauer, Inc., New York, N. Y. (June 
17, 1926.)—Skin Freshener, Lotion for Lines and 
Wrinkles, Emulsion for reducing purposes, Tissue 
Creams, Cleansing Cream, Liquid Bandage, Reducing 
Cream, Finishing Lotion, Rouge, Lipsticks. 

309,135.—John C. Lehne, doing business as John C., 
Lehne Sales Company, New York, N. Y. (June 14, 





1930.) —Flavoring Compounds. 

309,927.—The French Mfg. Company, Chicago, III. 
(Oct. 4, 1928.) —Hair Pomade. 

310,031.—Isidor Tucker, Beacon, N. Y. (July 1, 
1930.)—Hair tonic. 

310,508.—Rose Ann Brown, doing business as Brown 
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TRADE MARKS 


Speede Products Co., Cedarburg, Wis. 
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Mfg. Co., St. Paul, Minn. (Dec. 28, 1930.)—Foot 312,131—Herman M. Uhlig, doing business 


(Mar. 1, 1928.) 


311,013.—Ralph Herman Lange, doing business as 
K-Mol Laboratories, Chicago, Ill. (Dee. 1, 1929.)— 
Mouth Wash. 

311,017.—Paul Peter Mulhens, doing business as Eau 
de Cologne- & Parfumerie-Fabrik “Glockengasse No. 
4711” Gegenuber der Pferdepost von Ferd. Mulhens, 
Cologne, Germany. (Aug. 1, 1930.)—Toilet prepara- 
tions. 

311,564.—John Delson, doing business as The John 
Delson Drug Co., New York, N. Y. (Dee. 1, 1930.)— 
Toilet articles. 

311,925.—Charles L. Pope, doing business as The 
Tannol Company, Yonkers, N. Y. (Feb. 2, 1931.)— 
Tooth Powder. 

312,027.—Pacata Hair Remedy, San Francisco, Calif., 
assignor to Rafael R. Jaramillo, San Francisco, Calif. 
(Nov. 18, 1926.)—Liquid Tonic for the Treatment of 
the Hair. 
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—Washing Powder. 

312,928.—John W. Sauer, doing business as Secure- 
Lab., San Francisco, Calif. (Mar. 15, 1930.)—Clean- 
ing compound and a metal polish preparation in the 
nature of a soap for cleaning and polishing painted 
surfaces, tiling, automobile bodies, ete. 

313,549.—_Katie M. Johnston, doing business as 
Angelite Soap Manufacturing Co., Los Angeles, Calif. 
(June 2, 1930.)—Soap. 

313,589.—Cook & Leary, Brooklyn, N. Y. (Feb. 1, 
1931.)—Preparation for the Treatment, Relief, and 
Healing of Burns, Face and Hand Cream. 

313,709.—Elgin American Manufacturing Co., Elgin, 
Ill. (Under 10-year proviso, 1893.)—Vanity cases. 

313,710.—Grafree Products Company, Long Beach, 
Calif. (Feb. 1, 1931.)—Hair Color Restorer and Tonic. 


(Continued on Page 359) 
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Market Report 


Synthetics and Derivatives 

TF\HE market has been generally quiet since our re- 

view of last month. Business has been limited and 
while there has been some fair business in insecticide 
and fly spray 
slacken a little. 
consistent buyer during the month but it is generally 
anticipated that August will find many 
houses in the market for raw materials in preparation 
for Fall and holiday business in their products. 


ingredients, this too is beginning to 


The toilet goods trade has not been a 


the close of 


Just how substantial this demand will be is a matter 
of opinion. Some believe that stocks of finished goods 
and raw materials in the hands of manufacturers are 
quite heavy still. Others indicate that their estimates 
of these that buying 
movement will be prec:pitated in the near future. Re- 
quirements are expected to be slightly below those of 


stocks are small and general 


a normal year but if stocks are small in the hands of 
manufacturers, a nearly normal business may result. 
In general, prices have shown no change during the 
Most 
with 


month under review. items have been brought 


to levels consistent market conditions and pro- 
duction costs and there has been little tendency to enter 
into strictly price competition excepting in a limited 
number of items which seem in over supply. 

Geraniol is slightly firmer and the inquiry for the 
lower grades of the product is fair. High qualities 
are in no very great demand. Soap makers have been 
buyers on the advance in citronella according to reports 
Linalool continues dull and 
Anethol is steadier after a 
Men- 


thol is under competition on spot and in the far distant 


easy 


in some quarters. 
with little interest in it. 
decline and seems fairly stable at present levels. 


positions. It seems doubtful, at times, whether sellers 
will be able to cover their commitments at the levels at 
which they have sold. 

Musks remain rather quiet although a fair demand 
for ketone is reported in some quarters. Ethyl vanillin 
is higly competitive and some very low prices have been 
heard on it. The same is true of alpha amyl! cinnamic 
aldehyde. Phenyl ethyl alcohol is somewhat easier ow- 
ing to lessened call for it. Natural products in the 
same class are much cheaper which may explain the 
drop in inquiry. Eugenol is firm and so is iso-eugenol. 

Other products are generally steady without particu- 
lar feature of interest. Sellers anticipate improvement 
in the inquiry later on but admit that current business 


is extremely quiet 


Crude Drugs and Sundries 
The demand has been generally weak and irregular 
with prices on many items subject to shading on actual 
business. No change of consequence has been reported 
in quotations, none of which seem very steady at the 
moment. 
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Essential Oils 

. poo our review of last month, there has been little 
KJ more business in essential oils but in spite of the 
lack of substantial inquiries and orders, the price sit- 
uation continues to look more favorable for the sellers. 
Prices had reached the point where further declines 
would have brought the general levels far below any- 
thing heretofore seen in the market. In spite of this, 
some interests still feared that further cuts would take 
place. 

This sentiment still seems to prevail among a large 
number of the consumers, especially those whose busi- 
Many of the 
large buyers have purchased stocks well up to, if not 
in advance of, normal needs. 


nesses are small or of moderate size 
They have realized that 
present prices represented veritable bargains in many 
materials. The smaller interests, however, have taken 
They 
have in a few cases been unable to take on supplies, 
but in more, they have been unwilling to do so through 


advantage of this situation in few instances. 


fear of further cuts in current price quotations. 

There is still time to secure bargains in the market 
and it would seem the part of wisdom for all those who 
can purchase to buy at least a part of their require- 
ments now. Prices can hardly go lower and the pres- 
ent position of the market belief 
that only a slight stimulus is needed to drive them to 
higher ground. 


would lead to the 


Floral products continue low in price with primary 
market offers generally in advance of any present con- 
suming Reports of the plight of the 
producers of these materials which reach this market 


requirements. 


would seem to argue against any immediate advance 
in the list as a whole. However, some items are likely 
Among these is 
lavender on which a small crop with no very heavy 
carryover is reported. 


to advance owing to crop conditions. 


Mod- 
reported and 
the fires in Italy stirred up this market for a bit but 
the basic situation of over supply remains and until 
stocks have been cleared to some extent, it is not likely 
that any real advance can take place Oil of 


Citrus oils remain in their former position. 


erate inquiry for lemon and orange is 


limes 
continues firm at rather high levels with not too much 
offered in this market. 

The domestic group is featured by the advance in 
wormseed. Curtailed acreage of the new crop fore- 
casts a light yield and this has firmed up the local 
situation considerably with prospects of higher levels 
on substantial inquiry. Consumers are 
peppermint and spearmint and crop reports are favor- 
The result has been some show- 


holding off 


able for a large yield. 
ing of weakness. Wormwood is easier. Tansy is lower. 
Natural sassafras is more plentiful than usual. 
(Continued on Page 352) 
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From Our Own 


UT in the simplest of terms, our market continues 
to present the same deceptive appearances. What 
few suggestions were made to get it on its feet 

have fallen through and the slow disintegration of 
flower prices going on before our very eyes is precisely 
calculated to discourage cultivation. As regards the 
market for the manufactured goods and essential oils, 
several transactions seem to be taking shape, judging 
by inquiries and price quotations. 

Despite the oppressive heat under which we are now 
laboring, July did not exceed the maximum of 91° F. 
observed for June, the being 61 F, 
The dry spell is beginning to be felt to some extent 
everywhere, as the rain that has fallen since the first 
of June hardly amounts to a precipitation of 0.4 inches. 
Weather conditions like 
these hardly augur well for 
the vegetation of many of 
the plants and, unless a 
change sets in, will prove 
fatal to some of the crops 
now in growth. On the 
other hand, the jasmin crop 
is adapting itself very well, 


minimum 


but to no purpose, as pro- 
ducers may count this crop 
as lost, so far as returns 
are concerned. 


Rose 


As stated in my last re- 
port, the current market 
price of flowers, fixed at 
1.25 frances per kilo in the 
beginning, was later raised to make an average of 1.55 
francs. This rise was put through arbitrarily, under 
rather peculiar conditions, so that in the end a great 
many growers got only the price originally fixed. 

In Bulgaria, we hear that the crop fell off in dis- 
tricts where the blossoming was early, the buds having 
been destroyed by hoarfrost (District of Brezovo). 
The quantity of flowers distilled is estimated at from 
six to seven million kilos. Damp and rainy weather 
favoring, the yield proved satisfactory, on the whole 
even better, perhaps, than that of 1930. Otto of rose 
production is figured between 1,700 and 1,800 kilos. 
The price of the flower was not officially set in view 
of the demands of the growers who wanted to get 14 
I have been told, however, that many firms 
paid the price of 7.60 levas per kilo, delivered distillery, 


to 15 levas 


a rate which was probably finally and definitely adopted 
for the crop. The offerings in otto of rose are built 
upon this figure, in fact, and show a sharp decline as 
compared to prices that were auoted for the otto pro- 
duced in 1930. 
Jasmin 

Returns on this crop will only spell disaster for the 

growers this year. The arrangement I spoke of in my 
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Grasse Report for August 





Correspondent 


last bulletin has been adopted by the majority of the 
growers having contracts with the Grasse distillers. 
For flowers not covered by contract, the Perfumers’ 
Syndicate has fixed the price at 5.50 francs per kilo, 
delivered at the plants, a pitifully low price, only just 
enough to cover the expenses of gathering the crop. 

In face of the acute crisis holding the perfume in- 
dustry in its grip, it would have been better not to have 
gathered this flower at all. However small, compara- 
tively, the quantities collected may be, they can only 
add to existing stocks and depress jasmin products. 
This will of course enable the perfumers to level out 
their stocks to an attractive average price, but pro- 
ducers are loath to approve of a situation where, with 
no demand stirring, the perfumers should nevertheless 
handle this 
flower only because it is 
their 
profit even when the grow- 


proceed to 


cheap, and_ realize 
ers are losing on it. 

Many of the jasmin fields 
are still busy tieing the 
stalks, an operation which 
in normal seasons is com- 
pleted long before the mid- 
dle of July. Gathering ac- 
tivities, which would other- 
wise have started by that 


Ow 


Pitt tae 


ry ~~ 


time, are not yet in evi- 
dence on any of the planta- 
tions. Small farms are be- 
ing poorly tended and are 
neglected in many ways, 

some being abandoned alto- 
together. The middle-size farms are receiving some 
measure of cultivation. The large plantations which 
represent a capital investment that is not to be scorned 
are being carefully nursed and are showing up very 
nicely. 


NoTE:—One of the leading Grasse houses sends us 
the following advice by letter. We quote in part: 

“In consequence of the very low price of the flowers, 
we are led to urge you to cover, in all jasmin products, 
your requirements not only for one year, but for many 
years ahead. 
cally nil. 


The risks of a new decline are practi- 
Prices seem to have reached the bottom. 

“Numerous are the growers who, this year, harvest 
only a part of their production to limit their loss, neg- 
lect to give their fields the usual care, or even replace 
these costly plantations by more advantageous ones 
(vegetables, grapes), venturing to compromise badly 
the future of the jasmin cultivation in Grasse.” 


Lavender 


This crop, which got under way a few days ago, 
promises to fall down badly, to judge by appearances. 


(Continued on Page 352) 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 
(See last page of Soap Section for Prices of Soap Materials) 

























































ESSENTIAL OILS Copa. Con. Sandalwood, East In- 
; . urkish (Palma errr 7.90@ 8.25 
ee res ger 78 —— a ee 2.30@ 2.60 Australia ......... 5.90@ 6.60 
ec ; 0 ere 4.60@ 5.00 Sassafras, natural... 1.15@ 1.85 
Sweet True ...... 48@ .55 aA. he : 
Anet 7 e Gingergrass ........ 8.00@ 3.15 DUGUOIME occ cc ces .29@ 34 
pricot Kernel .... .380@ .85 A * q : 
hoses d o4@ 30 Grape Fruit ........ 38.40@ 3.70 Savin, French ...... 2.20@ 2.55 
pallet 500 20 Guaiac (Wood) cate 2.85@ Snake Root ......... 9.25@ 11.00 
ial a laiacs : ’ Oo eee el a 2.10 
Ambrette, 0z. ....... 46.00@ I egies oe (oz.) 10.00@ 14.00 Spruce ............. 100 
Amyris balsamifera . 2.20@ 2.80 Horsemint .......... 4.25@ CL Gen piininadois 12.00@ 
Angelica Root ...... 82.00@ 37.50 Hyssop ............. 24.00@ EE ecniwkdes wears 2.40@ 2.75 
seed ..........646. 28.00@ 33.00 Juniper Berries, recti- ; RG iid osonGG anon 1.75@ 
Anise, tech. ......... MP BOM, «=n ccc cccccns 1.75@ 2.15 Thyme, red ......... .15@ 1.00 
lead free, U.S. P... .49@ .55 Juniper Wood ....... 60@ 62 White ............ 1.05@ 1.55 
Araucaria cas as ee Ge Se BOP BME nc ccasuccivcs 15.00@ IID 6 ica Gecaceik.eiebs 8.00@ 10.00 
Aspic (spike) Spanish .60@ .75 Lavender, English ... 32.00@ WO ic bixicevnene 3.75@ 7.00 
ae 80@ 1.00 OS eer 2.35@ 3.50 Vetivert, Bourbon ... 4.75@ 6.00 
Balsam Peru ....... 6.00@ EE i Gan aels os 50@ «55 IN acc oe ign a aaah: 0's 10.00@ 25.00 
Balsam, Tolu, per oz. 4.25@ Lemon Italian ...... 92@ 1.15 Bast Indian ...... 30.00@ 
Basil ............... 50.00@ SE die iiak kin ee .783@ 1.00 Wine, heavy ........ 1.80@ 2.00 
EE Wark Ch666 ons a nas 2.05@ 2.25 Lemongrass ........ .60@ .70 Wintergreen, Southern 4.00@ 
NENG vised ys 0020 2.10@ 2.35 Limes, distilled ...... 10.75@ 11.75 Penn. & Conn. .... 7.75@ 8.50 
Birch, sweet N. C..... oe 2.10 expressed ........ 11.25@ 12.00 Wormseed .......... 3.15@ 3.60 
Penn. and Conn. .. 2.50@ 3.50 Limaloe ............. 1.90@ 2.20 Wormwood ......... 6.50@ 7.25 
Birchtar, crude ..... 15@ IIE oe ai one a ieee 27.50@ Ylang-Ylang, Manila. 30.00@ 32.00 
Birchtar, rectified ... 50@ .55 Mace, distilled ...... 1.20@ 1.40 BOOPROR. 6.occcsesse 5.45@ 9.00 
Bois de Rose ........ 80@ 1.30 Mandarin .......... 4.75@ 7.50 
— oe ft a oe - + 7 gga ae ee emma 6.25@ TERPENELESS OILS 
MIOUE occ ccccscece : ere 5.00 s 
Calamus ........... 3.00@ Mirbane ............ 15 en cuss xeshessasces oe aoe 
Camphor “white” ... -20@ .25 Mustard, genuine .... 10.00@ 12.00 — Pee oe cae 5.15 
sassafrassy ....... 24@ .26 artificial .......... 160@ 185 ¢ oe eee oak _ 
Cananga, Java native 2.00@ 2.15 Myrrh ............. 10.00@ ome tee roe 4 
DN oc i vce sawn 9.00@ 13.50 
eer 2.40@ 2.80 Myrtle ............. 4.00@ I i 8.95 9.95 
Caraway Seed, recti- Neroli, Bigarade, pure150.00@215.00 oe Pe Seerenaeenes ats 16.00 
BE. secasgcdgssec. 1.75@ Petale, extra ...... 180.00@275.00 yemonns tt 65.00 
Cardamom, Ceylon .. 20.00@ 30.00 Niaouli ............. 8.45@ a 8 —_ 85.00@100.00 
Cascarilla .......... 65.00@ Nutmeg ............ ae 3 ee 9 aoa = 
Cassia, 80@85 percent .85@ Olibanum .......... 6.50@ meee” nko ess : - ons 
rectified, U. S. P-.. 1.05@ 1.15 Orange, bitter ....... 2. 2 —— beeen ae 3°75 
Cedar leaf .......... 1.00@ 1.15 — sweet, W. Indian... 2.00@ 215 goscmay cocci ce = 
Cedar Wood ........ 44@ .50 = Italian ........... 220@ 240 Vorvet Tova. a 
GORE coc sccseceens 4.15@ Spanish .......... me 2 yee eo 
se 750@ 9.00 Calif. exp. .....--- asem 2.156 “Re TRE .«...... we Se. 
amomile ..... (oz.) 3.50@ 5.00 0 PP err eee 1.00@ I 
Cherry laurel ....... 12.00@ Origanum, Spanish .. 1.45@ OLEO-RESINS 
Cinnamon, Ceylon ... 11.50@ 15.00 Orris Root, concrete MR: Se ceréanser’s 2.50@ 5.00 
Cinnamon, Leaf .... 2.25@ domestic ..... (oz.) 6.25@ 8.00 Capsicum, U. S. P. 
Citronella, Ceylon... .43@ .46 foreign ...... (oz.) 6.50@ 8.00 VIII ............. 3.10@ 3.60 
Gunite es be os 58@ .63 Orris Root, absolute Alcoholic ......... 3.50@ 
Cloves Zanzibar ..... 1.50@ 1.65 ASE 70.00@ 90.00 Cubeb .............. 3.25@ 
Cognac ............. 22.00@ 28.00 Orris Liquid ........ 18.00@ 25.00 Ginger, U. S. P. VIII 3.00@ 
Copaiba ............ 68@ .70 Parsley ............ 8.00@ 9.25 Alcoholic ......... 3.25@ 4.60 
Comiehder ........:. 5.00@ 5.50 Patchouli ........... 5.00@ 6.00 Malefern ........... 1.45@ 1.60 
COBOM nec cceces 4.75@ 5.00 Pennyroyal, American 1.85@ 2.15 Oak Moss........... 15.00@ 15.50 
re 2.85@ 3.10 ae 1.15@ COMO ow osc caves 3.25@ 
CUMIN .occsweccseee 7.25@ 17.75 Pepper, black ....... 9.00@ eit si as carina 17.00@ 28.00 
Curacao peels ....... 5.25@ Peppermint, natural . 1.90@ 2.05 Patchouli .......... 16.50@ 18.00 
a 3.00@ redistilled ........ 2.05@ 2.25 Pepper, black ...... 4.00@ 4.60 
CONNE: nos 60s00.00% 4.35@ 4.75 Petitgrain, So. Amer. 1.30@ 1.65 Sandalwood ........ 16.00@ 
I Oe ccna eee eves 8.30@ 3.60 OS err BAO BES VOR cc csvcvcvcces 6.75@ 8.75 
| eee 1.45@ errr ere 1.70@ 2.15 
NE is 5 cain web wile 1.20@ 1.30 Pine cones .......... 3.00@ DERIVATIVES AND 
MEOUOOMO a naseeccces 38.00@ Pine needle, Siberia. . -71@ .80 CHEMICALS 
Eucalyptus Aus. Pinus Sylvestris .... 2.00@ 2.15 ' ners 
TORGMEE AD 4.00565 00 37@ _~—-«.48 Pumilionis ........ 2.20@ Acetaldehyde 50% .. 2.00@ 
Fennel, Sweet ...... 1.15@ 1.30 Rhodium, imitation .. 2 4.50 Acetophenone ....... 3.15@ 3.50 
RIOT. on vec cces 26.00@ Rose, Bulgaria..(oz.) 6.50@ 22.00 Acetyl Iso-eugenol .. 9.00@ 
Ee 24.00@ Rosemary, French... .45@ _~ .55 —— ws vaste 20.00@ 40.00 
Geranium, Rose, DOMED 5 54is00a0ei ee  aiivacws vaveeais 40.00@ 70.00 
Algerian ......... SS ee | eee 3.15@ C 10 Saahe hens 30.00@ 50.00 
ere 4, ree 4 ee eer ee 3.00@ i: 
ee ee NG SORT < ox cicceass ' Ee sidan etve sce 25.00@ 50.00 
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Aldehyde C 8 


50.00@ 


Oe ae aches 80.00@140.00 
OP ce ccucsienans 50.00@ 82.00 
¥  acenpgeesse 72.00@ 77.00 
et ea a 75.00@ 105.00 


C 14 (so-called) 
C 16 (so-called) 


.. 15.00@ 35.00 
- 20.00@ 40.00 


Amyl Acetate ....... 85@ 1.00 
Amy] Butyrate ...... 1.40@ 1.75 
Amyl Cinnamate .... 2.50@ 

Amyl Cinnamic Alde- 

ee eee 4.25@ 6.00 
Amy] Formate ...... 1.75@ 2.00 
Amyl Phenyl Acetate 5.00@ 5.75 
Amyl Salicylate, dom. 1.15@ 1.45 

CI Sc Ge p ee ens 1.65@ 

Amyl Valerate ..... 2.50@ 3.00 
Orr ee 1.60@ 2.00 
Anisic Aldehyde, dom. 3.35@ 

TOTOIGM 6c cescences 3.35@ 
Benzaldehyde, U.S.P. 1.45@ 

Ee cd sivteienw kas 1.55@ 1.90 
Benzophenone ....... 2.40@ 4.50 
Benzylidenacetone 2.50@ 4.00 
Benzyl Acetate, dom.. -70@ «85 

ee -70@ 1.00 
Benzyl Alcohol ...... 1.05@ 2.00 
Benzyl Benzoate ..... 1.05@ 2.00 
Benzyl Butyrate .. 5.50@ 6.25 
Benzyl Cinnamate ... 7.00@ 9.00 
Benzyl Formate ..... 3.35@ 3.60 
Benzyl Iso-eugenol ... 18.00@ 27.00 
Benzyl Propionate 2.00@ 5.50 
NEE: aocie andes s 6% 1.60@ 2.25 
Bornyl Acetate ..... 1.75@ 8.00 
BrOmatgrol occ ccces 4.00@ 5.00 
Butyl Acetate ...... .60@ 
Butyl Propionate .... 2.00@ 
Butyraldehyde ...... 12.00@ 
COUN ca wencewd dns 1.15@ 
ere 3.75@ 4.25 
Cinnamiec Acid ...... 4.00@ 
Cinnamic Alcohol 2.85@ 3.50 
Cinnamic Aldehyde 2.75@ 4.25 


Cinnamyl! Acetate .. 
Cinnamyl Butyrate .. 
Cinnamyl Formate 


"10.00@ 


1 
12.00@ 14.00 
13.00@ 


Crete ©. Fe edacesccs 2.60@ 3.00 
Citronellol, dom. 83.00@ 3.50 
CHPOMMNOE ccccvesers 2.85@ 3.25 
NI a. cane nas n's 4 3.75@ 5.00 
Citronellyl Acetate .. 4.50@ 8.00 
CED. bios s ceess 1.00@ 
Cuminic Aldehyde ... 62.00@ 
Dibutylphthalate 30@ 36 
Diethylphthalate ... 32@ 7 
Dimethyl Anthranilate 6.25@ 7.00 
Dimethyl Hydroqui- 
eer ere ertere 400@ 6.00 
Dimethyl phthalate .50@ .60 
Diphenylmethane .... 1.75@ _ 2.45 
Diphenyloxide ...... 1.20@ 
Ethyl Acetate ....... 30@ 50 
Ethyl Anthranilate.. 5.50@ 6.00 
Ethyl Benzoate ..... 1.45@ 
Ethyl Butyrate ..... 1.25@ 
Ethyl Cinnamate .... 4.00@ 
Ethyl Formate ...... 1.00@ 1.25 
Ethyl Propionate 1.40@ 2.50 
Ethyl Salicvlate 1.15@ 2.50 
Ethyl Vanillin ...... 15.00@ 20.00 
a) 85@ 1.10 
ME iv ces ccweics 3.10@ 4.00 
ROI aig: 6a Wer ativa 3.10@ 4.00 
Geraniol, dom. ...... 2.00@ 6.00 
MI 4 ico sh hre hi 0 2.10@ 5.00 
Geranyl Acetate ..... 2.90@ 4.00 
Geranyl Butyrate 10.50@ 12.00 
Geranyl Formate .... 7.00@ 11.00 
Heliotropin, dom. .... 2.10@ 2.40 
WOE cataeineesés 2.50@ 


& Essential Oil Review 


Hydratropic Aldehyde 
Hydroxycitronellal 
AS Ae (0z.) 
Iso-borneol ......... 
Iso-butyl Acetate 
Iso-butyl Benzoate 
Iso-butyl Salicylate. . 
Iso-eugenol, dom. .... 
foreign 
Iso-safrol 
Linalool 
Linalyl Acetate 90%. 
Linalyl Benzoate .... 
Linalyl Formate 
Menthol, Japan 
Synthetic 
Methyl Acetophenone. 
Methyl Anthranilate. 
foreign 
Methyl Benzoate .... 
Methyl Cinnamate ... 
Methyl Eugenol 
Methyl Heptenone ... 
Methyl Heptine Carb. 
Methyl Iso-eugenol .. 
Methyl Octine Carb.. 
Methyl Paracresol .. 
Methyl Phenylacetate. 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 
Nerolin (ethyl ester) 
Nonyl Acetate 
Octyl Acetate 
Paracresol Acetate .. 
Paracresol Methyl 
Ether 
Paracresol Phenyl 
Acetate 
Phenylacetaldehyde 
SN, weeded vein hws 
imported 
DOGe: cavietuansawa 
Phenylacetic Acid ... 
Phenylethyl Acetate. . 
Phenylethyl Alcohol. . 
Phenylethyl Butyrate 
Phenylethyl 
Phenylethyl Propio- 
nate 
Phenylethyl Valerate. 
Phenylpropyl Acetate. 
Phenylpropyl Alcohol. 
Phenylpropyl Aldehyde 
Rhodinol, dom. 
foreign 
Safrol 
Santalyl Acetate .... 
Skatol, C. P. ...(0z.) 
Styralyl Acetate .... 
Styralyl Alcohol ... 
Terpineol, C. P. dom. 
Imported 
Tervinyl Acetate .... 
Thymene 
Thymol 
Vanillin (clove oil).. 
(guaiacol) 
Vetiveryl Acetate . 
Violet Ketone Alpha. 
Beta 
Methyl 
Yara Yara (methyl 
ester) 


Formate 


BEANS 


Tonka Beans, Para.. 
Angostura 
Vanilla Beans 
Mexican, whole 


25.00@ 
5.50@ 
2.65@ 
2.30@ 
2.65@ 
2.75@ 
3.00@ 
4.00@ 
4.00@ 
1.75@ 
2.15@ 
2.50@ 

10.50@ 

10.00@ 
3.65@ 
3.00@ 
3.00@ 
2.50@ 
2.90@ 
1.85@ 
3.00@ 
3.80@ 
3.75@ 

20.00@ 
8.50@ 

24.00@ 
6.75@ 
4.65@ 

A2@ 
7.00@ 
7.50@ 
2.80@ 
1.50@ 

48.00@ 

32.00@ 
5.25@ 


7.00@ 
14.00@ 


5.00@ 
5.00@ 
8.50@ 
3.00@ 
9.00@ 
4.50@ 
16.00@ 
18.00@ 


18.00@ 
20.00@ 
12.00@ 
9.00@ 
12.00@ 
8.00@ 
9.50@ 
32@ 
22.50@ 
9.00@ 
20.00@ 


. 20.00@ 


36@ 
.36@ 
I@ 
20@ 
1.90@ 
5.15@ 
4.65@ 


. 21.00@ 


5.00@ 
5.50@ 
5.25@ 


1.50@ 


1.00@ 
2.00@ 


4.00@ 


27.50 
10.00 
5.00 


cocoon 
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36.00 
12.50 
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Mexican, cut...... 2.50@ 

Bourbon, whole .... 1.05@ 

South American .. 2.50@ 

TINCTURES 
BU ei viccicwas 18.00@ 
EE cee ce vawseea 1.75@ 
GENO -Lieeccdvecanes 3.00@ 
Pe OS vvcccdeees 32.00@ 
CUM GOOD cc ccdeudas 2.00@ 
DE BOON acccuwes 1.50@ 
Wes ecaekddesees 3.00@ 
SOLUBLE RESINS 

MOI svc i decad ei 18.00@ 
MN io xa a We wees 2.75@ 
COU sé cccx ences 28.00@ 
ec cutiwen awe 13.00@ 
SC ticceaeneewan 80.00@ 
Galbanum .......... 6.00@ 
LQDGQMEM ...ccccccs 6.00@ 
DIE Gia wcawidargadiar’ 6.50@ 
CEO i ivcewances 14.00@ 
CN ic cckwees 3.50@ 
ee ce Oe 6.00@ 
Clete FOG cn cccccss 18.00@ 
| ee 10.00@ 
Peru Balsam ....... 6.50@ 
Sandalwood ......... 12.00@ 
PN co vevenucaeees 3.00@ 
Tolu Balsam ........ 4.50@ 


Vetivert 


CERTIFIED FOOD COLORS 


AMATOMER $6665 cb eds 3.50@ 4.00 
8) 3.50@ 4.00 
fo 38.50@ 4.00 
Ponceau SR ........ 6.00@ 7.50 
Ponceau SX ........ 5.00@ 5.25 
Nee ree 15.00@ 
Erythrosine ........ 20.00@ 
Guinea Green B. ..... 15.00@ 

Light Green, S. F. ... 25.00@ 

Fast Green, F. C. F.. 30.00@ 
Co eS eee 3.50@ 
yee Oe We ccwcwes 3.50@ 
Sunset Yellow, F.C.F. 3.10@ 3.25 
Naphthol Yellow C.. 8.00@ 

SUNDRIES 

Alcohol, 190 proof 

| ae 2.42@ 2.56 
Ambergris black .... Nominal 

OE cu cuduvave eet 32.50@ 
Baudruche skins, 

Nit ie canis des 18.00@ 25.00 
Beaver Castor ...... 8.00@ 12.00 
CAStOTOUM «ogee neces 20.00@ 
Chalk, precipitated .. .03%@ .06% 
Cherry laurel water, 

OE ctcuennencenen 1.25@ 
CrVeG, OUMEO ccc ccica 3.75@ 4.50 
Clay, English ....... 02%@ .03% 
DE cweceueeawaan 06@ .08 
Lanolin hydrous ..... 18@ ~~ .20 

anhydrous ........ .20@ .23 
Magnesium Stearate. .22@ .30 
Musk, Cab. pods 

ee ere 22.50@ Nom. 

Cab., grained ... Nominal 

Tonquin, pods .... 20.00@ 

TONGUM, GF. 2.205. 27.00@ 
Orange flower water, 

| rere rrr 1.50@ 
Petrolatum, white ... 06%4.@ .08% 
Rose water, gal. ..... 1.25@ 
DOORN viscccucducs 1.75@ 
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Talc, domestic, 
French 


ton.. 18.00@ 
35.00@ 
Italian 50.00@ 


Zine oxide, U. 13%@ 


33.00 
40.00 
65.00 

15 


Orris root, Verona 
powdered 

Patchouli leaves 

Peach Kernel meal 


15@ 
18@ 
.21@ 
.35@ 


Balsam, Peru 
Tolu 


Fir, Canada, gal. .. 


Oregon, gal. 


1.65@ 
1.10@ 
12.00@ 


Zine stearate .28 
CRUDE 
Almond Meal 
Cardamom seed, decort 
Henna, powdered 
Lavender fiowers, 
lect 
ordinary 
Orange flowers 
Orris root, Florentine 
powdered 


Quince seed 


Reseda flowers, powd. 
Rhubarb root, powd.. . 


DRUGS 


.21@ 
.65@ 


14@ 


Rice starch 
Rose leaves, red 
pale 


Vetivert root 
Violet flowers 


GUMS 


238@ 
.24@ 
.40@ 
18@ 
.21@ 


Grasse Report for August 


(Continued from Page 349) 
The cultivated lavender fields do not bring in enough 
to warrant spending on labor and fertilizer and are 
consequently threatened with neglect. The wild lav- 
ender is feeling the drought: the spikes are undernour- 
ished and not so abundant. Distillers are offering from 
50 to 60 francs per 100 kilos of the flower so as to keep 
within present price levels for the oil. Gathering these 
flowers in our highlands is an arduous task and at the 
stated price the cutters, not seeing any profit in it, 
will not go after the flower except in sections where 
the gathering is easy, as happened last year. After a 
visit recently paid to certain producing centers, I am 
not inclined to be optimistic and, if the situation is to 
be the same in all sections, I feel that the output is 
hardly likely to be half that of a normal season, even 
if the oil yield should prove to be out of the ordinary. 

There is no more stock in the hands of the distillers. 
The entire available supply is with the dealers, some of 
whom were wise enough to take advantage of the low 
prices quoted in the early part of the year and to stock 
this oil on advantageous terms, considering the present 
market price. 

Tuberose 

The tuberose plantations, neglected for a number of 
years because of the small needs of the perfumery trade 
and the low prices which this flower has fetched, have 
now dropped out almost altogether. Nor, as far as I 
know, will this flower be in particular demand this year 
either, since it is converted into the absolute. The Per- 
fumers’ Syndicate has set the price at 12 francs per 
kilo, as against 20 frances paid in 1930. 


Clary Sage 
This crop is going ahead almost unobserved. Pro- 
duction is cut down because of the elimination of many 
plantations, and the price paid for the herb is higher 
than last year’s. Consequently a positive rise may be 
expected for the oil which has already begun to be 
manufactured. 


Reciprocation 


For the weak and the friendless, an encouraging 
word you will not miss from your store of real sym- 
pathy. Some day, when you are discouraged, some- 
one may say something nice to you.—The Silent 
Partner. 
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Sandalwood chips 


AND 
Balsam Copaiba, S. A. 


1.50@ 
1.15@ 
1.30@ 
40@ 
1.05@ 
.25@ 
3.50@ 
.16@ 
12%@ 
A0@ 


1 15@ 
1.50@ 
.28@ 
.12@ 
.85@ 
A0@ 
45@ 
00@ 
.95@ 
BALSAMS 
-26@ 
.24@ 


Guarana 

Gum benzoin, Siam .. 
Sumatra 

Gum galbanum 

Gum myrrh 

Labdanum 

Olibanum, 
siftings 

Styrax 

Venice turpentine, 
true, gal 


tears 


.30@ 


Essential Oils 
(Continued from Page 348) 

Seed and spice oils remain reasonably steady but at 
very low price levels. It is years since the group of 
raw materials from which these oils are produced, has 
averaged as low as at present and naturally, this, to- 
gether with a light demand, has had a very consider- 
able effect upon the market for the oils. Few actual 
changes are reported but prices can usually be shaded 
on real business. 

Miscellaneous oils are irregular but generally stead- 
ier than they were a month ago. Cajeput is a bit eas- 
ier. Camphor has strengthened. Citronella is firmer. 
Rosemary has declined slightly. Sandalwood seems in 


slightly better supply. Other items show little change. 


Vanilla Beans 

The market for Mexicans continues very steady with 
sufficient interest among the consumers to fully war- 
rant current quotations. Bourbons, on the other hand, 
continue weak. The latest crop reports indicate that 
some 640 tons of Bourbons will be available from the 
new crop, which, while far from a record, is a sub- 
stantial quantity of beans to come into a world market, 
certainly not undersupplied at the moment. Prices on 
Bourbons reflect this condition and while cheapest quo- 
tations will hardly bear quality inspection, some very 
good beans can be had at what seem like extremely low 
price levels. Immediate recovery from this position is 
not anticipated. 


American Toiletries Popular in South Africa 

The United States ranks second as a source of supply 
of soaps, non-spirituous perfumery, and certain other 
toilet preparations imported into South Africa. Im- 
ports of perfumery and toiletries (non-spirituous) from 
the United States increased from $132,400 in 1927 to 
$236,500 in 1929. Sales of American toilet soap in- 
creased from $120,000 in 1927 to $132,400 in 1929.— 
(Vice-Consul Walter F. Dement, Durban). 


British Essential Oil Market Unsteady 
The British essential oil market is very quiet at 
present and, on the whole, inclined to be unsteady. 
Bergamot prices are said to have reached a low record 
and Sicilian orange has also substantially re- 
duced in price. Practically no forward business is 
being done in lemon. 


been 


The American Perfumer 








— eo 2 2 ee 
— | 


ote =) ort 
ol 


~~ 


= 
out, 
' 


— 
oe ol 


at 
. of 
has 
to- 
ler- 
sual 


ded 


ad- 
aS- 
ier. 
; in 
ize. 


rith 


ind, 
hat 
the 
ub- 
cet, 
on 
ju0- 
ery 
low 
1 is 


ply 
her 
Im- 
‘om 
to 

in- 


at 
dy. 
ord 
re- 


rer 















Official Report of the Soda Water Flavor 
Manufacturers Association 


INCE our July report of the activities of the Na- 

tional Manufacturers of Soda Water Flavors As- 
sociation, matters more or less of a routine nature 
have occupied the attention of the president, Bernard 
H. Smith, and the secretary, Thomas J. Hickey. 

The members may rest assured that any legal de- 
velopments or any matters of general interest to the 
members of the association will be brought to their 
attention and properly handled. 

The best interests of the industry are always upper- 
most in the minds of the officers and the committees of 
association who will report any news of interest to 
members. 


Drawback Decision on Flavoring Extract 


Among the synopsis of drawback decisions included 


in T.D. 45067, was one pertaining to flavoring extracts. 


It reads as follows: 

“The records shall show as to each batch of flavoring 
extracts manufactured for exportation with benefit of 
drawback, the batch number and date or inclusive dates 
of manufacture, the quantity and identity of the do- 
mestic tax-paid alcohol used, the quantity of other in- 
gredients added, the quantity and description of the 
extracts obtained and the marks, numbers, and capac- 
ity of the containers in which packed for exportation. 
A sworn abstract of the manufacturing records shall 
be filed with the drawback entry. 

“The drawback allowance shall not exceed the tax 
paid on the quantity of domestic alcohol used in the 
manufacture of the exported products, as shown by the 
abstracts of the manufacturing records. Rate effec- 
tive on or after February 1. 1930. 

“T.D. 34881, as extended by TD. 39936-C, T.D. 
41629-A, T.D, 43162-A, and T.D. 43496-A, revoked. 

“Sworn statement forwarded to the collector of cus- 
toms at Cleveland, Ohio, on July 24, 1931. (102495) 
(Signed) Frank Dow, Acting Commissioner of Cus- 
toms.” 


Aleohol Theft from Flavor House 

Two bandits armed with revolvers early in May 
held up the night watchman in the Sethness Co., Chi- 
cago, manufacturer of flavoring extracts, and drove 
off with a four-ton truck containing five drums of 
alcohol valued at $1,000. The bandits locked the 
watchman into the washroom and departed with both 
the truck and alcohol. 
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Manufacturers’ Report 


INCE our last month’s report of the Flavoring Ex- 
tract Manufacturers’ Association of the United 
States, several matters of importance have been brought 
to the attention of the members by E. L. Brendlinger, 
president, and Thomas J. Hickey, attorney and execu- 
tive secretary. These are in the form of circulars Nos. 
354, 355, and 356. Circular No. 354 reads as follows: 
“The Federal Food & Drug Administration recently 
announced that it intends to continue vigorously its 
program of action against medicinal preparations 
falsely and fraudently represented by label or circu- 
lar accompanying the package as preventives or treat- 
ments for disease conditions. 

“The Department announces: 

“*In determining whether therapeutic or curative 
claims are true or false, the Administration is guided 
by the consensus of current medical and dental opinion 
as to the effectiveness of the ingredients of the product. 

“*Extensive surveys during the past year have shown 
that many products are on the market bearing label 
claims which their compositions do not justify.’ ” 

Circular No. 355, dealing with manufacturers’ cou- 
pons used in Wisconsin, is quoted below: 

“For a number of years the State of Wisconsin has 
strictly forbidden the use of manufacturers’ coupons. 
At the last session of the Wisconsin legislature an 
amendment to the coupon law was enacted reading as 
follows: . 

“*And provided further, that this section shall not 
apply to any coupon, certificate or similar device, which 
is within, attached to, or a part of any package or 
container as packed by the original manufacturer and 
is directly redeemed by such manufacturer. 

“Section 2. This act shall take effect upon passage 
and publication.’ 

“In consequence of the passage of this amendment, 
manufacturers’ coupons are now permitted in Wis- 
consin.” 

In Circular No. 356 the members were advised that 
aspirin, according to the opinion handed down by Judge 
Berry in the Municipal Court of Columbus, Ohio, in 
regard to the case of State vs. Khoury, may be lawfully 
sold in general stores in Ohio. 


Self Respect 


I know that as soon as a man loses his true concep- 
tion of his own importance in an industry, that man 
is a gone goose.—The Silent Partner. 
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Spice Imports and the Food and Drugs Act 


EDERAL food officials detained more than 1,500,- 

000 pounds of spices offered for entry at ports in 
the eastern inspection district of the Food and Drug 
Administration during the year ended May 31, 1931. 
The spices were found to be in violation of the Federal 
food and drugs act, according to W. R. M. Wharton, 
chief of the eastern district. 

The detained lots amounted to about 3.9 per cent of 
the total 38,810,920 pounds examined. According to 
Mr. Wharton, most spices enter the’ United States 
through eastern district ports and New York receives 
nearly 75 per cent of the total imports of the eastern 
seaboard. 

The principal reasons for detentions, Mr. Wharton 
says, were dirt or sand in cumin seed, mace, and pep- 
per; stems in cloves; worm-eaten capsicums, chillies, 
mace, and nutmegs; moldy capsicums, chillies, ginger, 
and nutmegs; excess moisture in cassia, and added oil 
in paprika. Most of the objectionable conditions, he 
said, are caused by carelessness on the part of produc- 
ers in harvesting and handling the spices. Importers 
of spices are urged to impress upon their principals 
abroad the necessity for all of them to ship only clean 
spices to the United States. 

Details in respect of examination and detentions 


follow: Examined Detained—, 





Percent Percent 
of of 
Pounds imports Pounds imports 

Anise ‘ane 305,671 49.21 
Anise, star ... SS 41,853 “e 
Capsicums and chillies 478,675 41.77 28,265 2.46 
Caraway seed ..... 4,610,573 83.79 
Caraway, black 51,838 eves 
Cardamom seed 111,031 49.14 
Cardamom fruits 39,345 ae 
Cassia and cinnamon. 3,614,888 46.70 76,000 0.98 
ae ere 
Celery seed ...... 2.01 
DS i aS heb a 3,3 96.34 530,163 15.9 
Coriander seed rer 
Cumin seed 4,972 
Dill seed 
Fennel seed ........ 
0 Se ; 2.4 59.58 R40 0,02 
Mace auate 83.15 15,807 2.42 
Marjoram ain 
Mustard seed ...... 4,7: 2: 65.98 
See 2,040,449 91.42 192,347 12.4 
Origanum 150.551 coe 
Paprika eT Tere 653,655 13.0 2 850 0.05 
Pepper, black .. . 12,134,131 46.99 358,840 1.37 
Pepper, white ; 156,053 10.08 
Pimento ie : 132,682 6.15 
eee 472.009 s 6,600 
EE) ens 0ie wack Kee 727,131 
llr 12,462 
I. ake ses cages 216,361 

Totals 38,810,920 1,511,682 


Essential Oil Trade of France Slack 

There has been a marked recession in the establish- 
ment of new plantations of essential oil yielding botan- 
icals during 1930, owing to the large existing stocks of 
oil available and the slackened demand both in the 
French industry and abroad. Though producers claim 
the yields of jasmin, orange flower, rose, violet, laven- 
der and other oils were considerably below normal 
for 1930, stock movement was relatively stagnant at 
the end of the year and the beginning of 1931.—(As- 
sistant Trade Commissioner Earle C. Taylor, Paris). 


Safety First 


Entertain your enemies wisely and 
friends frankly.—The Silent Partner. 


enjoy your 
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Ceylon Removes Coconut Duty 


HE export duty on Ceylon coconuts and coconut 

products has been cancelled. This change will be 
of great benefit to planters, although it has come too 
late to save many of the estates which are closing down 
in June. 

The Estates Products Committee has continued to 
study means for reducing costs of production, impor- 
tance still being attached in this connection to the in- 
troduction of some means of preventing the spread of 
the coconut beetle. Although exports of coconut kernel 
products (copra, etc.) receded as a whole, an advance 
was shown in the quantity of dessicated coconut and 
coconuts shipped last year. While Germany and Hol- 
land purchased less copra, owing probably to the larger 
quantities of peanuts and soya beans which they im- 
ported, shipments to Italy increased to 695,000 cwt., as 
compared with 560,000 cwt. in 1929. The loss in value 
was from about 63% rupees per candy (560 lbs.) net 
at the beginning of the year to about 39%4 rupees at 
its close. 

The feature of the export trade in coconut oil was 
the decline in shipments to the United Kingdom. In 
1920, 232,000 cwt. were shipped, but in 1930 only 151,- 
000 cwt. The decline in price on the year was from 
approximately 390 rupees per ton net to 280 rupees. 
The Australian trade declined, due to the prohibition 
of imports of dessicated coconut, and American im- 
ports of this product also declined in consequence of 
high import duties, but increases were recorded in ex- 
ports to Germany, Italy and France. 


Poland’s Toilet Preparations Industry 

Polish production and foreign trade in cosmetics and 
perfumery remained high during 1930, but the margin 
of profit, owing to exceptionally low prices, was lower. 
Numerous forced closings and voluntary liquidations 
in the trade were largely attributed to lack of demand, 
Stocks in the hands of manufacturers continued to 
accumulate at an accelerated rate following the con- 
clusion of the first eight months, during which period 
the general turnover maintained the level of the previ- 
ous year. The heavy slump which followed has offset 
all previous gains and the situation at the end of 1930 
has made drastic curtailment of production inevitable. 
The production of perfumery and cosmetics in 1930 is 
given as follows: Toilet soap, 2,500,000 kilos; tooth 
pastes, dental powders, etc., 300,000 kilos; cosmetics, 
200,000 kilos; manufactured products with alcohol 
base, 660,000 kilos.— (Commercial Attache Clayton 
Lane, Warsaw). 


American Toilet Preparation Establishments 
Abroad 


American manufacturers of toilet preparations were 
maintaining at the close of 1929, 86 branch plants 
abroad, of which 38 were located in Europe, 22 in Can- 
ada, 21 in Latin America, and 5 in Australia and New 
Zealand. The toilet investment in these subsidiaries 
was placed at $19,200,000. The above does not include 
establishments controlled by foreign capital manufac- 
turing American toilet preparations. 
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Asphalt Emulsion for Street Paving 


SPHALT, also known as Jews’ pitch, mineral pitch 
A or bitumen consists of a native mixture of hydro- 
carbons and the complex derivatives thereof. It is a 
solid or semi-solid, brownish-black pitch that composes 
the residues from petroleum refining. In origin it is 
related to petroleum and is formed from the high boiling 
mineral oils by the action of oxygen. Asphalt dissolves 
almost wholly in turpentine and solvent naphthas. It 
is used for roofing materials, water-proofing, cheap 
paints but very largely for pavements. Any desired 
hardness may be obtained at the oil refineries. 

Asphalt pavement in the past has been laid by the 
use of heat under which it becomes plastic. During 
the last few years, however, the use of emulsified as- 
phaltic oils for paving has become quite common in 
Germany, France, England and in the United States in 
Ohio, Louisiana, California and the New England 
states. The advantage of the latter process is that the 
asphalt can be prepared and laid cold. 

Soap plays an important role in the preparation of 
the refined asphaltic base oils or asphalt emulsions 
used for paving. In order to prepare them either clay 
or soap is necessary as an emulsifying agent. Clays 
do not make good emulsions for outdoor work and have 
been displaced largely by soap. Practically any kind 
of soap is satisfactory and from 0.25 per cent to 1.5 per 
cent is used. The various patents pertaining to these 
emulsions are vague in that no definite proportions of 
soap, water and asphalt are given. Experiment alone 
can determine the proper proportions. Various com- 
panies have developed their own methods of preparing 
these emulsions. 

The mechanics of the emulsification process are very 
much the same as with any emulsion. The bitumens 
are divided into very small particles, each being en- 
veloped by a film of the emulsifying agent. As a re- 
sult they will float in water. The solid asphalt be- 
comes a liquid through its small division. This emul- 
sion is easily poured. When the emulsion is aerated 
the particles coalesce and will not emulsify when water 
is added again or even when boiled with the asphaltic 
residue. The coalesced liquid makes a permanent pave- 
ment that is laid on the busiest of city streets. 

The extension of this method of paving means the 
consumption of a large volume of soap. 


NotE—We are indebted to William H. Wiseman and 
his son, R. M. Wiseman, of the Armand Co., for 
this information. In the city of Des Moines, Iowa, 
three blocks on E. First street were recently paved as 
described.—EDITOoR. 
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Soap and Soda for the Laundry 


T the annual International Laundry Congress held 
at Scarborough, England, May 6th last, one of the 
principal delegates said that people did not mind pay- 
ing a reasonable price for properly laundered articles, 
and he therefore deprecated the introduction of ma- 
chine-finished services. Quality, as regards washing 
and ironing, and accuracy, were the important factors. 
He attached great importance to the fact that for 
the last few years the industry had been spending 
£8,000 a year on scientific research work, all of which 
had been in the direction of discovering more efficient 
ways of handling customer’s linen. Articles sent to an 
up-to-date laundry today would last considerably longer 
than similar articles would have done sent to the same 
laundry some 10 or 15 years ago. 

In the discussion that followed, it was pointed out 
that some members of the British Launderers’ Research 
Association included a number of highly trained chem- 
ists, and when that fact was brought before the notice 
of the general public, some folks then jumped to the 
conclusion that the object was to discover chemicals 
that could be used in the washing of fabrics. But that 
idea was wrong, for the work done by the association 
had been on subjects such as water, soap, soda, starch, 
blue, and so on, and not on the discovery of new chem- 
icals which might damage fabrics. 

The result of this scientific investigation had been 
a reversion to what was sometimes called “the old- 
fashioned way of washing with soap and soda.” Noth- 
ing else, it was emphasized, had been discovered to 
equal that method. Consequently, during the last two 
or three years, much of the actual research work had 
been to ascertain by laboratory and practical tests the 
most appropriate combinations of the above very fa- 
miliar washing materials for the different kinds of 
fabric which ordinarily find their way to the laundry. 


Paraffin Wax in Soaps 


Paraffin wax has long been added to shaving soaps, 
vanishing creams, and “dry” soaps, or soap powders, 
and as, like petrol or kerosene, it consists of hydro- 
carbons, the only difference being in their respective 
melting points, there appears no reason why at tem- 
peratures above its melting point, paraffin wax should 
not have a useful detergent action. Our attention has 
recently been drawn, however, to some special cleans- 
ing blocks, which are recommended to be used in con- 
junction with soap, and which on analysis appear to 
consist almost entirely of paraffin wax, with a trace 
of turpentine oil. High detergent qualities are claimed 
for these blocks.—Perf. & Essential Oil Record, Vol. 
21, No. 3, p. 108. 
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Germicidal Applications of Soaps 
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Interest in Therapeutic Action of Soap Revived 


by John E. Walker, M. D. 


OAPS are highly germicidal against a number of 
pathogenic Their activity against 
streptococci, pneumococci, meningococci, diphtheria 


organisms. 


bacilli, influenza bacilli and Spirochaeta pallida is such 
that they compare favorably with many of the recently 
synthesized chemicals that have been heralded, at least 
in advertisements, as crowning achievements of mod- 
ern chemistry. The standard textbooks on surgery and 
bacteriology, however, make practically no mention of 
these properties of soaps. This is partly because soaps 
are not germicidal against the organisms used as a rou- 
tine in testing germicides; namely, typhoid bacilli and 
Also, the recognition of the germicidal 
properties of soap is comparatively recent. Despite 
the fact that their limited activity against staphylo- 
cocci and typhoid bacilli precludes their use as general 


staphylococci. 


germicides, it has been shown that their hygienic value 
by no means rests solely on their detergent properties. 

In addition to their use for purposes of hygiene, 
Renaud' has recently revived interest in the possible 
therapeutic application of soap. He used a 2 per cent 
solution of sodium oleate as an irrigation and as a wet 
dressing for ulcerated surfaces and abscesses. His re- 
sults were very favorable in tuberculous abscesses, 
He believes that 
the low surface tension of such a solution of soap, 


pyogenic abscesses and genital sores. 


whereby it penetrates quickly into all crevices, greatly 
enhances its value. The results of Renaud’s work. 
taken together with the fact that reference books make 
no reference to the germicidal properties of soaps, seem 
to render desirable a brief review of recently acquired 
knowledge of this subject. 

Lamar® showed that sodium oleate was strongly bac- 
tericidal against pneumococci and streptococci. Rea- 
soner® demonstrated that soap has a germicidal and 
solvent action on Spirochaeta pallida. Nichols‘ became 
interested in the subject on account of the possibility 
of the spread of respiratory disease by contaminated 
He found that 
ordinary soap solutions (about 0.5 per cent) used in 


eating utensils during the world war. 


washing mess kits destroyed pneumacocci, streptococci 
and influenza bacilli. 

Soon thereafter, I 
vestigation of the whole subject, beginning the work 
The work with the 
chemically pure compounds need not be repeated here, 
other than to say that the results obtained with com- 


undertook a more thorough in- 


with chemically pure compounds. 


mercial soaps agreed with the results anticipated from 
the knowledge of the chemically pure compounds. 
The effect of six representative soaps is given in 
the table, the killing strengths for two and one-half 
minutes at 20° C., 
that of phenol as a control germicide under the same 


being recorded and compared with 


experimental conditions. 
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The table indicates that all the soaps possess marked 
germicidal action against the common organisms giv 
ing rise to respiratory infections and against gonococci. 
It is also seen that it is impossible to stress the virtue 
of any particular soap. For this reason it has not 
seemed necessary to name the brands of commercial 
soaps used in the experiments. 

The significance of the fact that soap concentrations 
of from 1:80 to 1:1,280 destroy bacteria is readily ap- 
preciated when it is realized that the concentration of 
soap in an ordinary thick lather used in hand-washing 
is in the neighborhood of 1:12. Moreover, it was 
shown that the activity of soap was at least doubled 
when the temperature of the water was increased to 
And the 
activity was still further enormously enhanced when 
hot water (45° C.) was used. The latter effect was, of 
course, partly the result of the heat. 


or 


35° C.; that is to about body temperature. 


These results all indicate that the thorough washing 
of the hands with soap suffices for the destruction of 
streptococci, pneumococci, meningococci, gonococci and 
diphtheria bacilli. Influenza bacilli and Spirochaeta 
pallida are also to be included in this group as a result 
of the work of Reasoner and Nichols. These micro- 
organisms will also be destroyed by the hot soapy water 
used in washing dishes. These remarks are based on 


Killing Strength of Soaps in 214 Minutes at 20° C 


Organism 
Pheu LB Menin 
ne Strepto- Diph go Gono 
Soap eccus coceus theriae coccus COCCHS 
White floating Peh20 182006 1:64000« «126400 121,280 
Verfumed toilet Phe F160) 164000 16400 1 40 
Brown bar (laundry 
soap) 1:820 1:80 1:640 126400 1:640 
Sapo mollis (U.S. TP.) 1 :160 1:160 1 :640 1:40 1 :640 
Coconut oil I 3320 1 :320 1 :320 1:640 1:1.280 
Olive oil 1 :320 1:160 1:640 1-640 1-640 
Phenol (control germi 
cide) 1:50 cho 1:100 1:100 1:100 


the purely bactericidal action of soap, and this effect 
in actual practice is, of course, supplemented by the 
mechanical removal of bacteria. 

It was further found that the germicidal action of 
soap was greatly depressed by the presence of albumi- 
nous material such as serum. This property is pos- 
sessed by practically all germicides. For instance, I 
have shown that mercurochrome-220 soluble not only 
ceases to be a germicide when added in ordinary con- 
centrations to fresh defibrinated blood but actually in- 
terferes with the germicidal functions of the serum 
and leukocytes. However, I treated several rabbits 
infected with virulent 
and intravenous 


subcutaneous 
injections of soap solutions. The 
treatment did not have the slightest effect on the in- 
fections. 


pneumococci by 


(Continued on Page 358) 
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Foreign Soap Industry Surveyed 


Latin American Production May Affect Trade 


of U.S. Exporters and Manufacturers 


Commerce Survey Shows 


ASHINGTON, May 31.—A major shift in soap 

production in Latin-America and in Canada, 

which is costing American exporters some trade 
but benefiting correspondingly the manufacturers of 
soap ingredients, is shown in a comprehensive survey 
prepared by the Bureau of Foreign and Domestic Com- 
merce, covering Latin-America, and a brief but inclu- 
sive report of the Chemical Division of the Department 
of Commerce concerning Canadian figures. 

The survey of Latin-American markets, which is so 
detailed that only its high points can be indicated in a 
review of this nature, may be obtained from the 
Department of Commerce on request for Trade Pro- 
motion Series No. 121. It was compiled by E. L. 
Thomas in collaboration with foreign representatives 
of the Departments of State and Commerce and is 
commended to the atten- 
tion of all soap manufac- 
turers or exporting houses. 

The gist of the report is 
contained in a foreword by 
William L. Cooper, director 
of the Bureau of Foreign 
and Domestic Commerce, 
who writes: 

“The soap industry in 
many of the Latin-Ameri- 
can Republics has_ been 
receiving the active sup- 
port and assistance of the 
various governments dur- 
ing the past several years. 
These aids have taken the 
form of material increases 
in tariff rates on foreign soaps—in some instances as 
much as 100 per cent—and the reduction or outright 
removal of duties on raw materials and machinery. 

“These changing conditions, affecting an important 
and growing industry, have given rise to some anxiety 
on the part of soap manufacturers and producers of 
raw materials in the United States, who have been 
supplying Latin-American markets, with regard to the 
roles they may expect to play in the future.” 

Mr. Thomas reported that Latin-American soap pro- 
duction had shown noticeable increases in the past 
decade, but that, with the exceptions of Argentina, 
Chile, Cuba and Brazil, most of the production in- 
creases have been in laundry soaps. However, the 
quality of these soaps has been raised to meet foreign 
competition, including that of the United States. 

“Definite knowledge of the actual tonnage and value 
of production,” says Mr. Thomas, “is lacking in the 
case of a number of countries, but an impression of the 
size of the Latin-American industry may be obtained 
by citing statistical data for a few of the countries 
from which such information is available The indus- 
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try in Brazil enumerates 179 factories of varying im- 
portance, and an estimated total annual output of soap 
worth $9,000,000. From thirty-three factories, in 1929, 
Chile produced soaps having a value of nearly $2,- 
000,000, and Peru, in the same year, with sixty fac- 
tories, reported $3,225,000 as the value of the products 
of the soap industry. 

“Figures clearly indicate a year-by-year expansion 
in the value of soap products in practically every 
country, and in many of them the trend toward in- 
creased production of the higher-priced soaps, such as 
toilet and in a lesser measure medicinal soaps, is 
especially marked.” 

The United States furnishes by far the largest 
amount of imported raw materials, such as tallows and 
vegetable oils, while Spain and France furnish the 
essential oils used by the 
producers of toilet soaps. 
However, England is a 
strong competitor of this 
country. 

“We sell Latin-American 
soap makers,” continued 
Mr. Thomas, “anywhere 
from 25 per cent of their 
caustic soda needs, as in 
the case of Brazil, to 95 to 
98 per cent of such require- 
ments for the factories in 
Mexico and Argentina, re- 
spectively. England offers 
the United States the keen- 
est competition for the 
caustic soda business of 
Latin-America. There is some tendency to import cer- 
tain vegetable oils (chiefly coconut oil and palm oils) 
directly from countries of original production rather 
than through operators in the United States and 
Europe. 

“The total bill for foreign soap purchases by Latin- 
America, including the more important markets of the 
West Indies, in 1928 was approximately $2,500,000, 
not including Haiti and Argentina, for which data are 
not available. Argentina, however, manufactures ap- 
proximately 90 per cent of the toilet soap and virtually 
all of the laundry soap consumed in that country and, 
accordingly, is no longer a market that may be exploited 
profitably by American soap manufacturers seeking 
new outlets or the introduction of new brands, except 
at the outlay of large sums for advertising, with rather 
uncertain results to be derived from such expenditures. 
Brazil, likewise, is a market restricted largely to soaps 
of high quality and the same might be said of Chile and 
Peru. 

In the remaining markets the United States still 
retains a generous share of consumer patronage, 
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though in certain instances England and Germany have 
made inroads on our trade in recent years. Protective 
tariffs, as inducements to soap manufacturers, with 
lowered rates of duty on raw materials and plant 
equipment; higher standards of quality of domestic 
soaps; and a decided preference on the part of the 
Well-to-do classes for the highly scented French and 
Spanish soaps are reasons which may properly be put 
forward as factors with which the American soap 
manufacturers will have to contend to an increasing 
degree in the future. Some American manufacturers 
have found a partial solution for their problem in the 
erection of their own plants in several of the countries 
(Cuba, Mexico, Peru, Brazil, and Argentina). 

“Others in a measure have met their difficulties of 
competing with domestic and European soaps, by 
formulating the base for their products in the home 
plant and exporting it to a local soap maker in a 
Latin-American country, who completes the manufac- 
ture as a licensee of the American manufacturer. In- 
dications are that American manufacturers, whose 
soaps enjoy a popular sale and an established prefer- 
ence in Latin-American markets, may be forced to 
adopt either one or the other of the foregoing ex- 
pedients if they would maintain their present hold on 
those markets. 

“The firm names of manufacturers of soap, in any 
of the countries discussed, can be obtained from this 
bureau by interested persons.” 


Report on Canada 

The Canadian report consisted merely of a statis- 
tical comparison of soap production for the years 1928 
and 1929, its most interesting point being that in those 
two years the production of toilet soap increased from 
17,738,000 pounds to 21,283,000. Glycerin soaps also 
showed a correspondingly large increase, with produc- 
tion growing from 7,427,000 pounds to 9,417,000. Lye 
soap production also increased, but still was well under 
1,000,000 pounds. Total soap production in Canada 
in 1929 was 178,216,000 pounds. 


Mexico a Factor 

To the South of the United States, Mexico looms as 
a large factor, both as an importer and manufacturer, 
less than 10 per cent of the annual production of 
66,000,000 pounds being rated as fancy or toilet soaps, 
as the general demand is for a cheap, coarse soap. 
Incidentally, tariff walls there are high, and it was 
noted that the most popular toilet soap made in 
Mexico bears a name well known in the United States. 
It retails there for 10 cents a bar, but if imported 
from the United States would have to be sold for 
50 cents. 

The United States supplies the great bulk of soap 
materials there, its proportion of the Mexican imports 
of raw materials in 1928 being given as 11,989,000 
out of 16,000,000 pounds of vegetable oils, 1,219,364 of 
1,429,000 pounds of animal oils and 8,841,000 of 
9,485,000 pounds of animal grease. 

Detailed tables of Mexican imports of soap over a 
period of years, given by gross kilos (a kilo is ap- 
proximately 2.2 pounds) showed that most of these are 
comparatively small except in the class of unperfumed 
soaps for washing and cleansing, of which the United 
States controlled the bulk of the trade. Even so, the 
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sales of this type of soap by American exporters fell 
off from 7,051,374 gross kilos in 1925 to 697,597 in 
1928, a striking commentary on the growth of domestic 
manufactures there. 

British Honduras, without any important soap fac- 
tories, was termed a good potential market, as was 
Costa Rica where much American soap already is used. 
(To Be Continued) 





Germicidal Applications of Soaps 
(Continued from Page 356) 

Larson’ and Davison*® have shown that soaps have a 
definite effect in neutralizing bacterial toxins. Renaud 
also believes that this property supplements the germi- 
cidal action of soap when used in the treatment of 
wounds. 

As sodium oleate is the least irritating of the soaps, 
Renaud’s choice of it in preference to other soaps is 
unquestionably to be commended. It is easily obtain- 
able in powdered form. Sapo (U.S. P.) will probably 
answer the same purpose, being prepared exclusively 
from olive oil and consisting therefore of about 75 per 
cent of sodium oleate. 


Conclusion 
Soaps are strongly bactericidal against pneumococci, 
streptococci, meningococci, gonococci, diphtheria bacilli, 
influenza bacilli and Spirochaeta pallida. Their activity 
against these organisms compares favorably with that 
of many of the recently synthesized chemicals. When 
properly used for cleaning the hands or for the wash- 
ing of eating utensils, soaps are undoubtedly potent 
factors in preventing the spread of diseases due to 
these organisms. The action of soaps as germicides is, 
however, limited by the fact that they do not destroy 
staphylococci and typhoid bacilli. 
Renaud has recently found 2 per cent solutions of 
sodium oleate beneficial as an irrigation and wet dress- 
ing for ulcerated surfaces. 





“1. Renaud, Maurice: Sur le traitement des plaies et surfaces 
ulcérées par les savons, Bull. et mém,. Soc. méd. d. hop. de 
Paris 46; 1584 (Nov. 10) 1930 

2. Lamar: J, Exper. Med. 13: 380, 1911. 

3. Reasoner, M. A.: The Effect of Soap on Treponema Pal- 
lidum, J. A. M. A. 68: 978 (March 31) 1917 
; 4. Nichols, H. J.: J. Lab. & Clin. Med. 5: 502 (May) 1920. 
—h. Walker, J, E.: The Germicidal Properties of Chemically 
Pure Soaps, J. Infect. Dis. 35: 4557 (Dec.) 1924: The Germi 
cidal Properties of Soap, ibid. 837: 181 (Aug.) 1925: 88: 127 
(Feb.) 1926. 

—}. Walker, J. E.: Effect of Mercurochrome-220 Soluble on the 
Germicidal Properties of Fresh Defibrinated Blood, Arch. Path. 
1: 199 (Feb.) 1926 

—7. Tarson: Proc. Soc. Exper. Biol. & Med. 21: 278, 1924. 
™%_8. Davison, F. R.: Detoxifying, Diffusing, Germicidal and 
Surface Tension Depressing Properties of Soaps, J. Infect. Dis. 
43: 2092 (Oct.) 1928. 


Color Reactions of Fatty Oils 


W. H. Dickhart states that 10 c.c. of the oil acidified 
with 1 c.c. of concentrated hydrochloric acid, are shaken 
for 1 to 2 minutes with 10 ¢.c. of amyl alcohol, and the 
liquids allowed to separate. Soya bean oil (also ad- 
mixed with 9 volumes of tung oil) produces a deep blue 
color persistent for 24 hours. Linseed and perilla oils 
give a blue color fading in 24 hours to yellow and pale 
blue, respectively. Olive, cottonseed, arachis, sunflower, 
rape (yellow after 24 hours), and tung oil solutions are 
colorless. Crude cottonseed and palm oils give red col- 
ors.—J. S. Chem. Ind., Vol. 50, No. 2, p. 32. 
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Trade Mark Registrations Applied For 
(Continued from Page 347) 


313,782.—Martha Matilda Harper, Inc., Rochester, 
N. Y. (Mar. 1, 1931.)—Acne or Pimple lotion, bluing, 
cleansing cream, lemon rinse, liquid cleansing cream, 
liquid foundation cream, muscle oil, pore paste, etc. 

313,812.—Takara Laboratories, Portland, Oreg. 
(Jan. 1, 1915.)—-Fragrant Cream for Chapped Hands, 
Face, and Lips; Hair Tonic, and Mentholated Skin 
Lotion. 

313,833.—Colgate-Palmolive-Peet Co., Chicago, IIl. 
(June, 1890.)—Soap. 

314,010, 314,011.—Parfumerie 
Societe Anonyme, Paris, France. 
Perfumery and Toilet Soaps. 

314,049.—Floradern Laboratories, Long Island City, 
N. Y. (Jan. 2, 1931.)—Toilet preparations. 

314,134.—Clarence I. Togstad, doing business as 
The C. I. Togstad Co., Kokomo, Ind. (Jan. 1, 1931.)— 


Flavoring extracts. 

314,390.—Muscle Shoals Laboratories, Inc., New 
York, N. Y. (Apr. 4, 1931.)—Toilet preparations, 
namely, hair dressing. 

314,397.—Irene D. Cote, New York, N. Y. 
1, 1923.) —Toilet Preparations. 

314,434.—Hermann Stein, doing business as Hair 
Research Laboratories, New York, N. Y. (July 1, 
1930.)—Preparations for treating and waving the 
human hair. 

314,455.—The Mennen Co., Newark, N. J. 
1929.) —Borated talcum powder. 

314,467.—Schnefel Bros., Inc., 
(1922.)—-Manicuring preparations. 

314,470.—Leon Taub, Inc., New York, N. Y. (Apr. 
10, 1931.) Medicinal and pharmaceutical preparations 
for use on the scalp and hair. 

314,588.—McKinley Stephens, doing business as The 
Mck. Stephens Company, St. Louis, Mo. (Apr. 28, 
1931.) —Dental Powder. 

314,607, 314,608, 314,609, 314,610, 314,611, 314,612, 
314,613, 314,614, 314,615.—Houbigant, Inc., New York, 
N. Y. (Apr. 10, 1931.)—Toilet Preparations. 

314,644.—Jeanne V. Goldsmith, doing business as 
Terri Cosmetics, New York, N. Y. (Mar. 28, 1931.)— 
Toilet preparations. 

314,651.—Kermit Lindahl, doing business as Dental- 
ade Co., New York, N. Y. (Feb. 2, 1931.)—Tooth pow- 
der. 

314,724.—R. R. Street & Co., Inc., Chicago, III. 
(Mar. 30, 1931.)—Liquid dry cleaning soap. 

314,742.—Rose Wilke, doing business as Vital Food 
Company of California and V. P. O. Company of 
America, Los Angeles, Calif. (July 16, 1930.)—Toilet 
preparations. 

314,781.—Ybry, Inc., New York, N. Y. 
1930.) —Lipsticks. 

314,841.—E. Daltroff & Cie., doing business as Par- 
fumerie Caron, Paris, France. (Oct. 1, 1930.)—Per- 
fumery and toilet preparations. 

314,938.—Y-Age Cosmetics, Inc., New York, N. Y. 
(1926.)—Toilet preparations. 

314,964.—Quigley Co., Inc., New York, N. Y. (July 
1, 1925.) —-Improved cleaning compound in the nature 
of soap powder for general cleaning purposes for which 
soap powder is used. 

314,978.—Olga Benos, doing business as Onaida 
Turkish Beauty Preparations, New York, N. Y. (Jan. 
2, 1930.)—Toilet preparations. 

314,982.—Colgate-Palmolive-Peet Co., Chicago, IIl. 
(Oct., 1929.) —Dental cream. 

314,996.—Harry D. Koenig, doing business as Harry 
D. Koenig & Co., New York, N. Y. (January, 1930.) 
—Face Powder, Lip Stick, Face Rouge, Cleansing, Cold, 
and Foundation Creams, etc. 

315,062.—The Peteb. Corporation, New York, N. Y. 
(May 11, 1931.)—Cleansing Cream. 

315,258, 315,260.—May Graff, doing business as Blue- 
kamel Manufacturing Company, Detroit, Mich. (Sept. 
25, 1930.)—Cleansing Cream, Nose Creams. 

315,393.—Gold Dust Corp., New York, N. Y. (May 
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29, 1931.)—-Common and laundry soap in spray form. 
315,539.—Kresge Department Store Corp., Newark, 
N. J. (Sept. 1, 1930.)—Soap. 
315,567—A. Schilling & Co., San Francisco, Calif. 





(1881. Under 10-year proviso.) —Extracts. 
315,594.—Leon Di Salvo, Philadelphia, Pa. (Apr. 

21, 1931.)—-Hair Waving Preparation. 
315,595.—Gordon-Allen Ltd., Oakland, Calif. (Feb., 





1930.) —Soap. 

315,639.—The Andrew Jergens Company, Cincinnati, 
Ohio. (Apr. 23, 1931.)—Perfume. 

315,661. John Kazimer Szwajkos, doing business as 
Monroe Bottling Company, Rochester, N. Y. (Apr. 1, 
1931.) —Extracts. 

315,662.—Viviny Perfumers, Inc., West Haven, Conn. 
(May 19, 1931.)—Shaving Cream. 

315,676.—De Lisser Extract Co., Inc., New York, 
N. Y. (Mar. 15, 1931.)—Extracts. 

315,694, 315,695—Emma B. Nason, Santa Monica, 
Calif. (Oct., 1930.)—Solid Perfume. 

315,726.—Albert B. Spencer & F. J. Spernak, Monon- 
gahela, Pa. (Feb. 1, 1931.)—Extracts. 

315,729.—Colgate-Palmolive-Peet Company, Chicago, 
Ill. (May, 1929.)—Dental Cream. 

315,730, 315,731.—Colgate-Palmolive-Peet Co., Chi- 
cago, Ill. (May 15, 1931.)—Shaving Cream. 

315,784, 315,785, 315,786.—Bourjois, Inc., New York, 
N. Y. (June 4, 1931.)—Perfume, Toilet Water, Face 
Powder, Dusting Powder, Bath Crystals, Skin Fresh- 
ener, Cleansing Cream, etc. 

315,898.—Clicquot Club Co., Millis, Mass. 
Extracts. 

315,933, 315,934, 315,935.—Willard J. Slagle, Welles- 
ley, Mass. (May 1, 1931.)—Deodorants, Disinfectants, 
Nasal Sprays, and Mouth Sprays; Skin Salves, ete. 

315,989.—Colgate-Palmolive-Peet Co., Chicago, II. 
(Jan., 1928.)—Shaving cream. 

316,185.—Bowey’s, Inc., Chicago, Ill. (July, 1928.)— 
Flavors. 

316,655.—Samuel Houston McNutt, Jr., doing busi- 
ness as Golden Pond Ginger Ale Co., Paducah, Ky. 
(Mar. 11, 1931.)—Extracts. 

316,663.—Robert Arnold Reid, doing business as 
Ankle Deep Products Company of America, David City, 
Nebr. (Jan. 1, 1930.)—Extract. 

















(1904.)— 


Trade Mark Registrations Granted 
(Act of March 19, 1920) 
These registrations are not subject to opposition: 


M285,179.—Lawrence Z. Kramer, doing business as 
The Modern Products Company, Jackson, Mich. 
(Serial No. 311,965. Jan. 1, 1927.)—Tooth Paste. 

M285,189.—Consolidated Rendering Co., Boston, 
Mass. (Serial No. 313,124. January, 1901.)—Soap 
and Grease for Soap Making. 

M285,190.—Consolidated Rendering Company, doing 
business as Atlantic Packing Company, Boston, Mass. 
(Serial No. 313,331. January, 1901.)—Soap and 
Grease for Soap Making. 

M285,198.—Paris American Pharmacal Company, 
Des Moines, Iowa. (Serial No. 302,284. Feb. 25, 
1930.)—Dental Cream. 

M285,203.—Nyal Company, Detroit, Mich. (Serial 
No. 307,416. July 20, 1928.)—Toilet Preparations. 

M285,307.—The Hunnewell Soap Company, Cincin- 
nati, Ohio. (Serial No. 279,329. Mar. 20, 1899.)— 
Cleaning and Scouring Soaps. 

M285,623.—Harry A. Mundorff & Harry A. Mun- 
dorff, Jr., Wilmington, Del. (Serial No. 306,825. May 
1, 1930.) Extracts. 

M285,810.—Hahne & Company, 
(Serial No. 299,388. Jan. 18, 1930.) 
tions. 

M286,077.—Madam White 
Minn. (Serial No. 297,256. 
Preparations. 

M286,080.—The J. R. Watkins Company, Winona, 
Minn. (Serial No. 284,512. Jan. 25, 1929.)—Toilet 
Preparations. 
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Soap Materials Market 


Tallow 


During the period the tallow market remained fairly 
steady until this week when the government estimate 
of the potential cotton crop was issued. This report 
presaged a heavy production of and its by- 
products with the result that all commodity markets 
were greatly upset and temporarily, at least, weakened. 
The soap industry as a whole continues in excellent 
condition. Also the balance of production and con- 
sumption of tallow is being fairly well maintained. 

All grades of tallow and grease show an average 
decline of about %4c per pound. 

The Middle-West situation is 
developments, practically all of 
being sold in advance. 


cotton 


important 
packers 


devoid of 
the large 
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Vegetable Oils 

Vegetable oil prices declined fractionally during the 
past few weeks and as we write, many oils appear some- 
what easier which to some extent is attributed to the 
very bearish cotton crop estimate published by the Gov- 
ernment on August 8th. The estimate given was much 
larger than generally expected and as a result prices 
for cotton and cottonseed oil declined sharply. 

Only a few scattered sales of coconut oil have recently 
been reported for future shipment. Most consumers 
seem well their nearby requirements. 
Usual quality crude oil is quoted at 35%%c to 3%c Ib. 
Pacific Coast and at 4c lb. New York in tanks for 
August through to March of next year. 

Sales of palm oils here recently have been rather 
small but the market in Europe remains fairly steady 
and prices are too high to be of interest to soap makers 
here for the present. Sulphur olive oil foots have eased 
off slightly and is quoted at 4%c lb. in tanks and 4%c 
to 4% s lb. in drums and/or barrels for August-Decem- 
ber inclusive shipments from Europe. Denatured 
commercial olive oil is quoted for forward shipment at 
70c per gallon New York in drums. 

Crude corn oil has been in fair demand by refiners 
for the mayonnaise trade and is quoted at 6c to 6%c 
lb. tanks f.o.b. Midwest mills. Crude 
bean oil, now being used largely for automobile soaps 


covered for 


domestic soya 
in place of corn oil, has been fairly active at around 
5%4c lb. tanks Midwest mills. 


A. H. HORNER. 


Industrial Chemicals 


The demand for spot goods has been slack and were 
it not for the fact that business against existing con- 
tracts has held up better than was expected, the alkali 
market would not be in very good condition. As it is, 
parcels of resale goods and fair quantities of so-called 
“outside brands” are being offered at slight concessions. 
The casual buyer can get some bargains at the mo- 
ment although only odd lots of such merchandise are 
available and they have had no effect upon first hand 
prices. 
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Prices of Soap Materials 
Tallow and Grease 
Tallow, N. Y. C 
Edible 
Fancy 
Grease, white 
House 
Yellow 


Lard 


. extra 03% @ 
044% @ 
04144@ 
02% @ 
02% @ 
.02%% @ 
O7T%@ .09% 
Fatty Acids 
Coconut Oil, 98% Saponifiable, tanks. 
Corn Oil, 95% T.F.A., tanks 
Red Oil, distilled, tanks 
Saponified 
Stearic Acid, single pressed 08 @ 
Double pressed 08% @ 
Triple pressed 11 @ 
Soap Making Oils 
Castor No. 1, tanks 10%@ 
No. 3, tanks 10 @ 
Coconut, Ceylon Grade, tanks 03% @ 
Cochin grade, tanks .03% @ 
Manila grade, tanks .03% @ 
Corn, crude, Midwest mill, tanks .... .06% @ 
Cotton, crude, Southeast, tanks .... 06 @ 
Refined .06% @ 
Foots, 50% 01 @ 
Lard, common No. 1, barrels 08 @ 
Olive, denatured, max. 5% ; 
drums, gal. 72 @ 
Foots, prime green, barrels .04% @ 
Palm, Lagos, max. 20% F.F.A., drums 05 @ 
Niger, casks 044% @ 
Palm kernel, tanks 05 @ 
Peanut, crude, barrels .08%4 @ 
Refined, barrels 11 @ 
Soya beans, max. 2% F.F.A., Midwest 
mill, tanks 06% @ 
Tallow, acidless, barrels .07%@ 
Whale, Crude No. 1, Coast, tanks.... 05 @ 
Refined, barrels 68 @ 


06% @ 
04% @ 
07 @ 
074% @ 


064% 


01% 


Glycerine 
Chemically pure, drums extra 
Dynamite, drums _ included 
Saponification, drums 
Soap lye 


11%@ 
09% @ 
0614 @ 
05 1 2 @ 


Rosin 


Barrels of 280 pounds 


a $4.20 
4,25 


P 
G 
I 
Chemicals 
Acid, muriatic, 18°, 100 pounds 
Sulfuric, 60°, ton 

66°, ton 15.50 @ 
Borax, crystals, carlots, ton 56.00 @76.00 
Cyclohexanol (Hexalin) .60 @ 
Naphtha, cleaners’, tankears 05% @ 
Potassium carbonate, 80 @ 05%@ 

Hydroxide (Caustic potash) 

88 @ 92% 06% @ 
Salt, works, ton 50 
Sodium carbonate (Soda ash) 

light, 100 pounds 15 @ 
Hydroxide (Caustic Soda) ( 

solid, 100 pounds 
Silicate 40°, drums, works, 

pounds 75 @ 
Sulphate, anhydrous .01%@ 
Phosphate, tri-basic .03%@ 

Zine oxide 06% @ 


100 @ 1.60 


11.00 @ 


06% 
@14.00 


2.09 


02% 
03% 
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